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Y putting a well-displayed, well-constructed advertisement 
in the local papers, you can bring your goods to the 
notice of nearly every buyer in town. ‘Then if you have 

something which the public need, good results will be forthcoming. 





It was a wise man who said: “ Leave nothing to what is 
called ‘luck’ and you will generally be what is called ‘lucky.’” 
So in advertising. Take every possible precaution that will 
assure success. Secure the best advertisement obtainable—the 
one of all others that will be most likely to bring you business. 
Then see that it goes in the right mediums—the papers that 
will bring you the largest returns. By giving painstaking care 
to all of these essentials you will probably find that you will 
have “ good luck” in advertising. 





We have a department for the preparation of effective 
newspaper advertisements, and command the best skill in this 
branch of the art. For advertisers who desire it, we will pre- 
pare a series of advertisements suitable for consecutive use. 
The kind of advertisements our designers construct are the 
kind you would enjoy reading if you were a consumer instead 
of an advertiser. Address 


GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
10 Spruce St., New York. 
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Our Lists=- 


What They Are: 


They comprise 1400 Select Local Newspapers, 
mostly weeklies ; there being however a few dailies, 
semi-weeklies and monthlies among them. | 
They reach more people in the towns and vil- 

lages of the New England, Middle and Southern 
States than can be addressed through any other 
combination of country publications. 

More than eighty-five per cent. of these papers 
are either the only papers published in their respect- 
ive towns or are County Seat papers, exclusive of 
dailies and monthlies ; sixty per cent. are the only 
papers in their towns. 

The average individual circulation of the papers 
of the Atlantic Coast Lists is far above that of 
papers which so loudly boast of being printed “all 
at home.” Besides having larger circulations, the 
papers of this combination are stronger financially, 
and wield greater influence in their respective 
localities than their old fogy “all at home” con- 
temporaries. 

Fully one-sixth of the entire reading population 
of the United States outside of large cities are 
reached weekly by these publications. 

These Lists form the best combination of coun- 
try newspapers extant. They are indispensable to 
advertisers wishing to reach the country people 
in the New England, Middle and Southern States. 


Atlantic Coast Lists, 
134 Leonard St., New York, 
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THE POINT OF VIEW. 
By Benj. C. Nevius. 


To determine how far a machine, 
an insurance company, an advertise- 
ment, or any other thing constructed 
by human ingenuity, is a success, it 
is important to understand the object 
of such construction. Of several such 
constructions, that is always the best 
which best fulfills the office for which 
it was designed. The primary object 
of an advertisement is to sell goods. 
The best advertisement is the one 
which will sell the most goods—of 
course, in the broadest sense, and 
with a view to future as well as to 
immediate sale. An advertisement to 
sell goods must do one or all of the 
following things : 

1. Attract attention ; 

2. Convince the reader that he needs 
such goods, or 

3. Convince the reader that the 
goods offered by the advertiser are the 
best for him personally, on account of 
price, or quality, or for some other satis- 
factory reason. 

The relative importance of these 
points varies not only with different 
advertisers, but quite as much with 
the same advertiser at different times. 
In framing an advertisement, or in 
criticising one already framed, it is 
essential that there should be a clear 
understanding as to whether in this 
case it is necessary only to call at- 
tention to the goods, to create a de- 
mand, or to convince of the superi- 
ority of a special brand. If it is 
necessary to do all three the relative 
importance of each should be carefully 
considered, both in wording and in 
typographical display. 

At the risk of being at once con- 
victed of heterodoxy as regards adver- 
tising, I venture to express my belief 
that the most common error in prepara- 
tion of advertisements to-day arises 
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from too great an effort to attract atten- 
tion toour announcements. The adver- 
tisement which does not attract atten- 
ton is worthless. But it is possible to be 
too emphatic. One should speak loud 
enough to be heard, but if we shout 
so that distinct articulation is impossi- 
ble, we might as well keep silent. 
The picture needs light to be seen. 
But it can be hung in a light so strong 
that all its beauties of detail are lost 
in a meaningless glare. 

In Life for December 24 appear 
three advertisements in. the manner 
of J. E. Powers, and presumably 
written by that master in advertising. 
There are many compositors who, by 
use of different types and ornamen- 
tation, could render these advertise- 
ments much more striking. Would 
they make them more likely to be 
read through ? 

My attention during the last few 
weeks has been several times called 
to the advertisement of a prominent 
life insurance company as it has ap- 
peared in different mediums, by those 
who characterized it as ‘‘a good ad- 
vertisement.”” In each case I found 
that the admirer of the advertisement 
in question had not read it, but had 
been attracted by the striking arrange- 
ment. And when, in consequence of 
my request to that effect, each of 
them did read it, only two—and they 
insurance men—could understand it. 
This does not necessarily show that 
it was not a good advertisement. If 
the design of the advertiser was sim- 
ply to call attention to the name of the 
company, and to impress that name on 
the consciousness of his readers, it was 
an admirable advertisement. It ef- 
fected its purpose. If he intended to 
instruct the public as to what the com- 
pany had done, it was a flat failure. 

I have been very much interested, 
and I trust not a little benefited, by the 
comments and criticisms called out by 
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the insertion in PRINTERS’ INK of 
December 2, of three forms of an 
advertisement as prepared by me, and 
three decided improvements on my idea 
procured by the editor, having been 
courteously granted the privilege of see- 
ing not only those which were pub- 
lished, but many others for which the 
publishers of PRINTERS’ INK could not 
find room. One writer criticises me 
for ‘‘muddling his printer by too 
much instructions,” and then closes 
his letter by saying that he “ will 
leave the drawing qualities or money- 
making pulls of the different ads to 
others better informed.” The trouble 
is that my printer is just like this 
writer. If I leave the entire typo- 
graphical arrangement to him I get 
uniformly a pretty advertisement, for 
he is a good printer, but it is *‘ the 
drawing quality, the money-making 
pulls,” that I am after and that he 
misses. He looks at the advertise- 
ment as a piece of work which must 
be made symmetrical and pleasing to 
the eye. I look at it as a means to an 
end. If symmetry and beauty of ty- 
pography will assist in securing that 
end, | am glad to use them. If I can 
better secure that end in some other 
way, I am perfectly willing to do with- 
out them. 

Another printer makes a fairly suc- 
cessful attempt to set up the matter 
“in such a way that it will convey its 
meaning to the reader without stopping 
to read it in detail,” which is just 
what I was trying to avoid. I wanted 
so to draw up the advertisement that 
it would be read as a whole, that the 
reader who saw it would feel impelled 
not only to glance at it but to read it. 
Any typographical arrangement which 
did not tend to produce that result was 
a failure. 

This whole question of typographical 
display is to me a very serious one. I 
have been studying it for years. I am 
still studying it. I know so little about 
it that I should not dare attempt to in- 
struct or help others, but shall be only 
too glad if what I have here written 
leads to a discussion in these columns 
from which I may gain much needed 
help in solving a knotty problem. 

dege—e server 

OF all the multiplicity, the multitu- 
dinosity of publications, daily, weekly, 
monthly, in this country of news-pur- 
veying journals, there are but six whose 
profits are over $200,000 a year.— 
Newsman, 
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WITH ENGLISH ADVERTISERS, 
‘By T. B. Russell. 


Lonpon, Dec, 23, 1891. 
When an advertised commodity is of 
such a nature as to admit of being 
divided into smailer quantities than 
original packets, what is the legal 
status of a retailer who so divides it? 
The proprietors of the trade-mark may 
claim that if the goods are retailed 
under the registered name an infringe- 
ment of trade-mark is committed. But, 
so far as I know, the point has not 
been the subject of legal decision here, 
and, asa matter of personal opinion, 
I very much doubt whether any court 
would award damages for the sale 
under a given trade-mark of the genu- 
ine goods corresponding to the mark, 
legitimately purchased from the pro- 
prietors. 
* & x # s 
The typical case, of which we are 
hearing a good deal, is that of vase- 
line. ‘The Chesebrough Manufact- 
uring Company, who own it, claim 
that nearly every chemist and druggist 
fills orders for pennyworths of vase- 
line from any petroleum jelly which 
happens to be in stock, without regard 
to the fact that the name vaseline is a 
trade-mark and applies to Col. Chese- 
brough’s jelly alone. This is really 
an example of advertising carried to 
perfection, for in the eyes of many 
people vaseline is the only name which 
can be applied to any semi-solid mix- 
ture of hydro-carbons, such as scien- 
tific men call petroleum jelly, Ninety- 
nine people out of a hundred use 
petroleum jelly at some time or another, 
but not more than two out of a 
hundred, on the average, probably, 
ever call it anything but vaseline, 
and not one in ten thousand could 
describe it as ‘‘a neutral, solid hydro- 
carbon.” 
* # # = x 


But the Chesebrough people are 
neither satisfied with this artistic suc- 
cess, nor willing to sit still and put up 
with the substitution of other jellies 
for their preparation. Consequently, 
they got out small, sealed packages of 
vaseline at popular prices and adver- 
tised that these alone were genuine. 
The chemists did not like it, claiming 
that the advertisement prevented the 
sale of their stock ; but the company 
defends the action, in the British and 
Colonial Druggist, not without a cer- 
tain sweet reasonableness, It may be 

















premised that there is a famine in 
vaseline just now, and that the chem- 
ist who originated the correspondence 
pleaded that he had bought enough 
for five months’ sales, but was now 
prevented from disposing of it by the 
company’s original packages. This is 
the company’s reply : 

In the first place, the chemist who says he 
has five months’ supply is a lucky man, as he 
can either sell it at an advanced price or kee 
it for the purpose it was sold for—viz., to fill 
prescriptions and make ointments with. That 
chemists are sore because they cannot buy 
vaseline in bulk for rebottling purposes is 
natural, but they should “look at the other 
side” for a moment. It is notorious that 
large numbers of chemists are bottling a sub- 
stitute and selling it as “ vaseline,”’ as nearly 
every letter received by us from chemists admit 
and deplore this fact, and yet they will not see 
that the only way to prevent it is to sell origi- 
nal packages only. Again, where is the excuse 
or reason for rebottling when the chemist can 
make nearly 100 per cent on our packages of 
one, two, three, five and sixpenny sizes, leav- 
ing us a manufacturer's profit only. Chemists 
should remember that * vaseline’’ was intro- 
duced by our money, time and labor, and not 
by theirs, We do the work, provide the cus- 
tomers, while they take nearly all the profit. 
Why should not they be content if we are? 
At all events, we cannot give five-pound tins 
now, simply because we have not got them to 
give ; and we take this opportunity of saying 
that we have never consented to the putting 
our trade-mark “‘ vaseline’’ on rebottled petro- 
leum jelly bought of us, and do not believe it 
is legal. How are we to know what is done 
by the 100,000 chemists who sell ‘‘ vaseline” 
throughout the world ? 

* * * 

The season for the following an- 
nouncement has now set in with great 
severity and it is appearing (free of 
charge) in numerous publications, as 
is usual at this time of the year : 

Pears’ Soap is to be turned into a joint 
stock company, and the prospectus will be 
issued to the public in the early days of the 
new year. It is understood that Mr. Barratt, 
the head of the concern, who has directed the 
extensive and ingenious advertising which has 
made the fame of the soap in the past, will 
join the board of the public company.—Finan- 
cial News. 

Hope he may. But the announce- 
ment has gone the rounds of the papers 
so often that one gets rather tired of it. 

* * * * * 


* * 


A medicine for indigestion is thus 
announced in London: 





MODERN DIVORCES. 


THE CAUSE. 

Indigestion causes Bad Temper, Irrita- 
bility, Peppery Dispositions, Domestic 
— Separations, and—the Divorce 

ourt. 

THE REMEDY, 








Then follows the customary eulogy 
for the medicine advertised. 


PRINTERS’ INK. 


85 


A chicken incubator is advertised 
with the annexed block—a good idea 
spoiled by bad engraving: 


ORKEST ECL 


4NO tHe way OVT 


Sto rear TH 
wo ae 





The Waterbury Watch people, who 
five years ago brought over from 
America the finest collection of col- 
ored advertising matter and distribu- 
tion literature I ever saw, are also 
doing some of the brightest newspaper 
advertising of the day. When the 
song, ‘‘If you want to know the time, 
ask a p'liceman,” was being sung in 
every gutter, it was reserved for the 
Waterbury Company to reply : 

‘‘IF YOU WANT TO KNOW THE TIME 
Buy A WATERBURY!” 
The production of Waterbury watches 
in gold cases is thus announced: 
THE 
“GOLDEN AGE" 
OF THE 
WATERBURY 
WATCH. 

The “GOLDEN AGE" is attained! In their 
New GOLD Cases the Quick-Winding Water- 
bury Watches are Perfection. Always the Most 
Famous Timekeepers in the World, they are 


now as Exquisitely Beautiful as they are Mathe- 
matically accurate. 





You have seen a magician take a 
slouch hat and by a few twirls of a 
stick make it spin in the air and be- 
come a thing of symmetry and beauty. 
Likewise has many a business felt the 
magical touch of the intelligent adver- 
tising agent. Ile has found the pro- 
prietor discouraged, downcast and ap- 
parently doomed, and by his advice 
and assistance has brought the concern 
out of the slough of despond into the 
clear light of substantial success,— 
Willet F, Cook, 
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PROGRAMME ADVERTISING. 


By R. W. Fennings. 
To get out of it everything there i 
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in it, should be the aim of the adver- 


tiser as well as any business man. 


Take, for example, advertising in 
programmes, which leading houses in 
large cities are called upon to do so 
much ; of course, it is a sort of genteel 
blackmail, for the scheme is usually 
presented by some prominent person, 
or by a good customer of the house, 
which, in a measure, forces an accept- 


ance. 


Even.this mode of advertising, 


if you get out of the conventional rut, 
forces recognition, and I have seen 
unexpected beneficial results coming 


from it. 


As an illustration I pick at 


random from a number of small pro- 
gramme advertisements which we have 


done in the past six months: 


Advertisement in ‘‘ Labor Day Ga- 


zette :” 





Nobody more appreciates the saving 
of money than those whose dollars come 
by daily toil. 

In the whole range of Dry Goods, 
Furniture, Carpets, etc.,. WE CAN 
SAVE YOU MONEY. We would 
not pay for this space if we were not 
certain. You can so easily find out 
by comparison. We cordially IN- 
VITE COMPARISON—that ex- 
plains our growth. 

MANDEL BROTHERS. 








| 











This was used in a musical circular: 





MESSRS. MANDEL BROTHERS, 
of State street and Wabash avenue, are 
makers of music themselves, their favorite 
air being ‘*‘ Good Goods at Low Prices,” 
and it makes their stores hum, 





This for a church programme : 





One way to pay off a church debt is to 
save money on Dry Goods and apply the 
money saved. MANDEL BROTHERS 
can save you money on Dry Goods, 














For programme of Godfrey Weitzel 
Corps, Grand Army Camp: 








MANDEL BROTHERS $ssstand in 
Dry Goods where Godfrey Weitzel Men 
stood in the Rebellion, RIGHT IN 
THE FRONT. 





For ‘‘ Woman at Work’”’ paper : 





MESSRS. MANDEL BROTHERS 
are in sympathy in all work to help 
women. 

The most loyal workpeople we have 
are women. 

We think the idea of the proposed 
Home for them a good one, and wish it 
all success, 

While we are largely occupied in 
selling Dry Goods and trying to do it a 
little better than anybody else, and gen- 
erally succeeding, we are glad to stopa 
t and write these lines to wish 





This to help the First Regiment get 


rid of its armory debt : 





We are glad to pay for this space. 
PRIMARILY. 

To help the gallant First Regiment 

meet their indebtedness, 
SECONDARILY. 

To tellthem we sell men’s furnishing 
on the same economical basis that 
we do on goods for their wives and 
sweethearts. 

MANDEL BROTHERS. 





For opening of a club house : 





of State street and Wabash avenue, pre- 
sent their compliments to the Irving 
Club, and wish them every success in 
their new undertaking, and hope their 
club life will be as enjoyable as this 
store has been successful. 

We supply Men’s Wants (as well 
as Women’s) in many things, and at all 
times, in an Economical Way. 








MESSRS. MANDEL BROTHERS, | 








them well. 
MANDEL BROTHERS, 








For a Scottish concert given under 
the auspices of the Burns Club: 





Just as sure as BURNS was a sweet 
singer, just so sure is MANDEL 
BROTHERS the best house for Dry 
Goods. 





For Dorcas Sewing Society paper : 





As you sit sewing for sweet charity, 
start a discussion which is the most pop- 
ular house for Dry Goods in Chicago, 

If we were not sure of the result we 
would not ask for the discussion, 

MANDEL BROTHERS, 








—_ — +<>-—____ 





THERE are eighty-seven daily papers 
in Paris, against twenty-five in Lon- 
don. The Parisian sheets are usually 
very small, and most of them are sub- 
sidized. ‘* Puffs” are inserted as read- 
ing notices at high rates.—Zx, 


















AMERICAN NEWSPAPER NOMEN- 
CLATURE. 
By “ Percy Flage.’’ 

Mr. Porter's scheme for enumerating 
the various things in this country in- 
cludes newspapers among the rest, but 
when the gentleman who has charge of 
this important branch of the business 
turns in his ‘‘ copy,” it will omit one 
very interesting feature. That is the 
newspaper nomenclature. America 
has always been noted for the odd 
names of its newspapers. Editors in 
this country, recognizing the fact that 
they were not given credit for dignity 
by their European brothers, seem to 
have taken an especial delight to giving 
to their opinion-wonders eccentric or 
characteristic names. 

It is computed that there are of all 
kinds of publications 19,373 in the 
United States. Of these 1,714 or 
nearly one-tenth have their being in 
Illinois. New York leads with 1,958, 
and Alaska brings up the rear with four. 
Area has nothing todo with journalism, 
for while Nevada has only twenty-five, 
Oklahoma has thirty. In grubbing 
through the 800 pages of Rowell’s 
Newspaper Directory one is struck by 
the novelty of invention exercised in 
the choice of names for the press. 

The old standbys like Tribune, 
Times, Herald, Journal, News, Post 
etc., have been appropriated by the 
wholesale, the first three leading in 
popularity. Once get those names dis- 
posed of and it is easier to divide the 
balance into classes. For example, 
there is the class of Aerial Disturb- 
ance. In this might be included such 
journals astheCyclone, Breeze, Zephyr, 
Blizzard and Hot Blast. 

Closely related to this class is one 
which includes Wave, Breaker, Surf, 
Ocean Wave, Tide, Spray from the 
Sound, Seaboard, Current Wave, 
Header, Rudder, Helm, Coast News, 
Coast Mail and Canoe. 

Under the head of blank books can 
be placed Journal, Ledger and Cash 
Book. 

In the agricultural class eomes 
Gleaner, Pen and Plow, Plow and 
Hammer, Sicle, Sifter, Sheaf, Cap 
Sheaf, Sower, Blue Grass Clipper, 
Special Crops, Reaper, Flail, etc. 

Astronomy is represented by Earth, 
Sun, Moon, Mercury, Venus. Meteor, 
Comet, Rising Sun, Star, Sunshine, 
Globe, Globe-Star and many another 
Planet, 
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In the divisions of time we have a 
Century, an Age, an Epoch, a Cycle, 
a Day, a Year, an Hour, a Month and 
a Week. Likewise we have Dawn, 
Noon-tide and Daylight. Not far off 
areto be found the Watch, the Clock, 
the Harologer, the Timekeeper and a 
Dial. The above suggests Light, a 
Lighthouse, a Beacon, a Flambeau, a 
Torch, a Lamp, a Headlight, and 
Blazes. Axe, Broadaxe, Tomahawk 
and Hatchet follow each other natural- 
ly, and after the latter Chips may be 
placed. 

There is no trouble to get Fair Play, 
for we have a Judge, a Jury, The 
Green Bag, the Forum, and several 
Lawyers to argue the case. Nor is a 
Witness lacking to offer his Evidence. 

The Telegraph or Telephone will 
convey the Message, and if that is not 
sufficient you can call into use the Bell, 
Clarion, Trumpet, Gospel Trumpet, 
Chimes or Tocsin, in order to proclaim 
any Truth, Gospel Truth, Plain Truth, 
Axiom or Adage you may have in mind. 

The Commercial Advertiser tells the 
Merchant about the advantages of 
Printers’ Ink. 

The Reporter who starts out to 
mould Public Opinion, and is very Wide 
Awake and a Hustler ora Rustler after 
News, often degenerates into a mere 
Ink Fiend or Ink Hustler. 

Anna (Ills.) appropriately has a paper 
called Talk. To keep it company, else- 
where is found Chaff and Chat. 

The Statesman accomplishes his 
Coup d’Etat, and the Brotherhood of 
Labor makes itself felt by Word and 
Work. 

Mephisto, Lucifer and other Mephis- 
tophelian characters of a Plutonian 
Nature may also be found. 

The Square or the Circle will in- 
terest the Masons, as will also the 
Trowel and the Trestle Board. 

The Minstrel, so full of Life as he 
walks with Vim down the Road or By- 
Way, will not stoop to Pick up the 
Pebbles by the Way Side, but will lift 
his Voice in Song. 

The Homeless Boy need not lack aid 
so long as we can Lend a Hand. He 
will be taken to Our Mountain Home 
by Our Popular Chum. 

The Rank and File of Our Soldiers 
and Sailors, including the Sentinel, 
Outpost, Vidette, Vedette, Sentry, 
Watchman, Guard, Vanguard, Picket 
Guard, Night Watch and Patrol after 
giving the Watchward will Spike their 
Cannon, put up the Sword, the Flam- 
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ing Sword, the Sword of Truth, the 
Bombshell and the Torpedo, and after 
taking the Cork out of the old Canteen 
may imbibe Mixed Drinks. 

The Christian at Work or the Pupil 
at Work in School is taught the use of 
his Brains and set right upon the 
Straight and Narrow Way. 

We hear no more of the Solid South ; 
we are a united Nation, and in the 
Busy South, the West, and the North, 
The Flag, The Old Flag, The True 
Flag, The Ensign, ‘he American Flag, 
The Red, White and Blue, The Red 
and Blue, The Stars and Stripes, Our 
Flag, Waves forever in This Land of 
Ours. 

The Lumberman and The Timber- 
man can secure Cross Timbers in The 
New Northwest, and in Coming West 
should The Miner find a Nugget in 
the Shaft he can wash it in The Flume. 

The Highlander in the Glen hears 
the Reveille and ascends The Mount 
to observe The Rising Sun. 

Besides the usual number of Repub- 
licans and Democrats there are several 
Independents and Patricts, a Partisan 
and a Mugwump. A Free Trader 
opposes itself to a Protectionist and 
here and there can be found a Whig. 

The Backwoodsman who has always 
been The Indian’s Friend comes to 
smoke the Calumet or Pipe of Peace 
with the Chieftain. The latter has an 
Arrow in the Quiver on his back and 
A Bundle of Sticks in his hand. 

The Tiger, the Bear, the Buffalo, 
the Cricket, the Elk, the Beaver, the 
Rattler, the Bee, the Busy Bee, the 
Wasp, the Eagle, the Auk, the Flyer, 
the Phcenix, the Queen-Bee, the Black 
Bird, the Porcupine and the Hornet 
dwell in harmony together, as do like- 
wise the Monarch, the Queen and the 
Canadian Queen. 

Nature further is seen in the Oak 
Leaf, the Forest Leaves, a Sprig of 
Myrtle, a Blossom, the Pansy, a Sun- 
flower, a Cactus, and the Oak and Ivy 
Leaf. 

When it comes to real eccentricity of 
nomenclature, however, let me com- 
mend you to the Jefferson, Tex., Jim- 
plecute ; the Sedalia, Mo., Bazoo; the 
Wayback Astonisher, the Solid Mul- 
doon of Ouray, Col. ; the Moral and 
Scientific Companion (in Arizona !), the 
Rip Saw, the Deaf Mute Optic, the 
Wahoo, Neb., Wasp; the Ram’s Horn, 
the Poor Soul’s Advocate, the Haw 
Patch, Ind. ; Gospel Exhortation and 
Xeproof, the Spirit of Jefferson, a Firm 
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Foundation, the Orphan's Friend, the 
Unterrified Democrat (Linn, Mo.), the 
Headblock, Thirteen ‘Towns, Thielen-. 
sien, the Bedrock Democrat, the 
Herald - Disseminator, the Screw 
Driver, the Appeal-Avalanche, Ball, 
Shepherd’s Voice, the Big Stone , Va. ; 
Post, the Cosmocrat, Manna, the 
Chronotype, Car, the Times-Reflex 
and Hop Reporter, Conglomerate, 
Short Line, Snook’s Journal, Deaf 
Mute Pelican, Sand Me, Why? the 
Growler, the Diamond Telescope, Nut- 
megs. 

There is an approach to humor in 
the Tombstone, Ariz., Epitaph ; the 
Thomas (Co.) Cat of Colby, Ia. ; the 
Jamaica, Vt., Ginger, and Ham and 
Eggs (pork and poultry) of Topeka, 
but the pun never gets any closer to 
the surface than in these instances, and 
even then it hardly can be said to exist 
in paying quantities. 

sadbindaneliillpactlscincca 


AGRICULTURAL NEWSPAPERS, 





With the strictly agricultural newspa- 
pers are usually classed those devoted 
in whole or part to dairying, live stock, 
horticulture, poultry and bee-keeping, 
since these interests are so interwoven 
with agriculture that there is no me- 
dium most exclusively agricultural that 
doesnot treat in more or less detail upon 
these other kindred subjects. The to- 
tal number of newspapers under this 
classification is 308, and their total cir- 
culation each issue is about 2,924,000; 
143 of them are monthlies, 24 semi- 
monthlies, and most of the others week- 
lies. Some few are quarterlies, They 
range in circulation from 500 to upwards 
of 250,000, and in price from five cents 
to $1.50 a line for advertising. After 
the religious, the agricultural newspa- 
pers are most used of any of the class 
publications by general advertisers. 
Seedsmen and dealers in farm supplies 
select the agricultural mediums first, and 
then use freely the religious and secular 
as well. Of course these are the 
largest and most important patrons of 
the agricultural press; but there is a 
large class wishing to reach general 
consumers who find agricultural news- 
papers among the best they can use. 
They are really family papers as well, 
and it is thought each copy is read by 
more people than an ordinary secular 
weekly. As aclass, farmers are the 
most independent of any. They are 
intelligent and have means to supply 
ordinary wants, The rate demanded 
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is usually in excess of that given by 
secular weeklies, and about the same 
as is named by religious newspapers 
for similar circulation. In both cases 
the same reasons are given for the 
higher rate. Some of the semi-month- 
lies more recently established are fur- 
nished to subscribers at 50 cents a 
year. By this means they have ob- 
tained a large circulation—one in 
Springfield, Ohio, and another in 
Springfield, Mass., are each believed 
to print, including Eastern and West- 
ern editions of both, 250,000 copies 
each issue, and one in Louisville with 
more than 75,000 copies each issue. 
Because of their large circulation, they 
claim and secure a vast amount of gen- 
eral advertising, and at something less 
than one cent a line for each thousand 
of circulation reported. 

In the Northeastern States, viz., 
New York, New Jersey, Pennsylvania, 
Maine, New Hampshire, Massachus- 
etts, Rhode Island and Connecticut, 
are published 93 of these agricultural 
newspapers, with a combined circula- 
tion of about 1,156,000, or more than 
one-third of the total issue of all in 
the country. There is one in Maine, 
one in New Hampshire, two in Massa- 
chusetts, three at least in New York 
(two in the city and one in Albany) 
and three in Pennsylvania of especial 
value, all of which should be used. 
The Albany paper referred to meets the 
eyes of an unusually large number of 
the class known as gentlemen farmers, 
and is in demand among advertisers 
desiring a circulation of the very high- 
est class. There is one monthly in 
New York city which has a valuable 
circulation extending over the entire 
country. It isaccepted as an authority 
on all agricultural topics, and stands 
high in every way. Another in Phila- 
delphia of large general circulation is 
regarded with favor, as its advertising 
pages will show. 

In the West and Northwest there 
are many Germans and Scandinavians 
who own farms, and hence we find in 
Minnesota an_ agricultural paper 
printed in the Scandinavian language, 
and two in Wisconsin printed in Ger- 
man—one issued weekly, with a circu- 
lation in excess of 75,000, and one 
semi-monthly, with a circulation in 
excess of 25,009 copies each issue. 

Of the papers devoted to dairying 
the most important are issued in the 
States of New York, Michigan and 
Wisconsin. 
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The live stock journals are pub- 
lished in the West and South more 
than in other sections. Some are de- 
voted to sheep, some are confined to 
topics of interest to breeders of swine, 
horses, etc. The leading all-around 
live stock papers of larger circulation 
are issued from Chicago, St. Louis, 
Omaha and Pittsburgh. 

Under head of horticulture are 
named more than 20 publications, and 
the best of these emanate from New 
York, .’ennsylvania, Ohio, Illinois, 
New Jersey, lowa and California. 

Of poultry papers there are 38, and 
one of these, published in Boston, is 
believed to have a circulation ap- 
proximating 25,000 copies each issue. 
Other leaders under this head are 
found in Hartford, Chicago, Indian- 
apolis, Cedar Rapids, Albany, New 
York, Syracuse, Parkersburg and 
Philadelphia. 

The two best journals coming under 
classification of ‘‘bee-keeping” are 
issued, one from Chicago and the 
other from a small town in Northern 
Ohio. 


WHOOPING UP THE FIGURES. 





Concerning the circulation. We sell 
exactly fourteen times as many papers 
in New York city now as we did on 
March 1. I never consider the subject 
of circulation without recalling the re- 
marks of the manager of one of the 
largest advertising agencies in New 
York. We had been discussing a 
paper which claimed in staring type 
a circulation of 103,000 copies. 

‘“*Cheerful legend, that,” grumbled 
the advertising manager, as he slid 
down in his chair and bit off the end of 
afresh cigar. ‘‘ The proprietor was in 
here yesterday filled up to the eyes with 
affidavits and things, and when he got 
through talking to me he had actually 
convinced himself that he was telling 
the truth.” 

“* And you?” 

“*T tried mighty hard to believe it, as 
he’s a good fellow, but my brother-in- 
law happens to be in charge of the 
concern that prints the paper, and he 
knows the exact number printed.” 

‘It is less than 103,000, then ?” 

‘* Well, yes,” said the saturnine old 
expert slowly, as he pulled a small red 
book from his pocket and ran his fin- 
ger over a lot of mottled figures, ‘‘It 
has never been above—er—no, it has 
never been above I1,000,”—7Z?ruth, 





‘* When you write your advertisements and 
circulars you must remember that you must 
write to impress fools. Don't prepare them 
for ministers and college professors, but for 
ignoramuses, and you will S just as likely to 
catch college professors and wise men as you 
are any other sort.”” This was the advice 
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AN OLD ADVERTISER’S ADVICE. 





given by an old and very successful promoter 
of patent medicines to a friend who was about 
launching a new article upon the market. I[t 
was given in good faith and based upon a life- 
long experience. Printers’ [nx would like 
to receive opinions upon the question: Wasit 
good advice? or bad? and why? 

Printers’ Ink, Dec. 30, 1891 





GOOD ADVICE. 
By W. F. Lampton. 


The advice was good. 

Why? 

Because the wise man is as conceited 
as the fool. 

He may not show it. In fact, 
almost invariably does not, wherein 
lies some of his wisdom—how much 
few ever discover. 

Admitting the wise man’s conceit, 
and none can successfully deny it, he 
will not confess to inferiority to the 
fool, by confessing that that which is 
plain to the fool is a mystery to him 
beyond his unraveling. 

The fool reads an advertisement and 
is impressed by it ; the wise man reads 
it and sees nothing in it. But the fool 
has seen something in it and certainly, 
if it be so plain as that, it must be 
plain, indeed, reasons the wise man, 
and he gives it more study than if it 
had been Greek to the fool and per- 
fectly plain to him. 

In any event it has attracted him, 
and that is half the battle with an ad- 
vertisement. 

Simplicity is the great desideratum 
of all language, written or spoken, and 
the greatest writers and speakers are 
those who are the most intelligible to 
the greatest number. The greatest 
advertisement, therefore, is that which 
the weakest understanding may com- 
prehend. Then the stronger under- 
standings must comprehend. 

The power which can raise a ton 
can raise a pound. 

The literature of advertisements 
must be formed as general literature is. 
That appealing or applying to a certain 
class must be written in the language 
of that class, and that appealing or 
applying to all mankind must be in the 
language intelligible to all. 

No book is greater than the Bible, 
no language simpler ; yet the wise man 
is not less impressed by it than is the 
fool. 

No better advertisement of the Chris- 
tian religion could have been written. 


It has stood the test of all time, and it 
is as good to-day as it ever was. 

Again, there are more fools in the 
world than there are wise men. 

And last, but not leasi, in this object 
of advertising, the fool and his money 
are soon parted. 

In this is all the law and the profits. 

+o 
IN THE NAME OF THE PROPHET 
—FIGS. 


By E. A. Wheatley. 


In other words, nonsense. At first 
sight this is what the advice of the ‘‘old 
and very successful promoter of patent 
medicines” to his friend appears to be. 

We can understand, perhaps, why it 
may pay best to prepare circulars and 
advertisements of this class of goods 
for the ignoramuses, but the ‘‘ good 
old” promoter appears to contradict 
himself when he continues : ‘‘And you 
will be just as likely to catch college 
professors and wise men as you are the 
other sort,” for it is really difficult to 
believe that bait which is prepared for 
the gudgeon is ‘‘just as likely” to 
catch the carp. 

Leaving, however, this latter and 
minor statement for the moment, we 
will take under consideration the first 
and most important statement which 
he makes, viz.: ‘‘When you write your 
advertisements and circulars you must 
remember that you must write to im. 
press fools.”” 

We live in a progressive age. A 
hundred years ago if some wiseacre had 
told our ancestral advertisers that there 
were any rules or laws to be followed 
in advertising, or that the ‘* art” was 
anything but the merest game of chance, 
with odds against the advertiser, he 
would have been sneered at for a fool. 
Now we are a little more sensible. We 
are, however, only on the borderland 
of knowledge. This is proved by the 








numerous rash statements that are fly- 
ing round under the heading of ‘‘ ad- 
vice” to intending advertisers. 

Some one discovers what we may 
term a natural law, which he thinks 
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applies well in his own business, and 
straightway begins to apply it to any 
and every other line of business in any 
way similar to his own, regardless of 
the fact that what may have brought 
him success may bring another failure, 
just because of a few seemingly unim- 
portant differences in details or con- 
ditions. 

There are laws in newspaper adver- 
tising. There must be. Human na- 
ture is always human nature, and, 
given certain exact conditions, the re- 
sults are always bound to be the same. 
To learn how to advertise, the adver- 
tiser must study human nature, and he 
will then discover some of the laws of 
advertising. At present but very few 
laws of advertising are known to any- 
body. They are deeply hidden in that 
virgin soil which we are all turning 
over and over in the hopes of discover- 
ing the sparkling gems. 

It is a good sign, however, that these 
pieces of advice ave flying around; 
it shows the belief of the advertiser in 
the existence of some definite laws to 
guide him and others when properly 
understood. Like the unshaken faith 
of Columbus in the Isle of Cathay 
across the sea, it will eventually lead 
to the discovery of what is being looked 
for, what is believed in. 

In this, as in other branches of ex- 
perimental knowledge, one must *‘prove 
all things, hold fast that which is 
good.” But when one has a good rule 
proved for certain conditions one must 
be careful not to make application of 
it, otherwise than experimentally, to 
any conditions that are not exactly the 
same, else one is liable to find one’s self 
in the dilemma of the scientific men 
who at first thought Koch’s lymph was 
going to prove a veritable catholicon, 
and are a little astonished to find now 
that there is some reason to doubt of 
its even being a cure for what it was 
originally supposed to have been in- 
vented to combat. Had they proceeded 
a little more cautiously, as the discov- 
erer himself wished to do, they might 
not now have to deplore the loss of 
much time, a great deal of public faith, 
and — perhaps, alas!—many human 
lives. 

It is, therefore, essential to proceed 
with the greatest caution when giving 
an opinion on such a subject. It is so 
easy and sourds so very, very wise to 
say, with one’s finger to the bump of 
omniscience, ‘‘That is good, that is 
bad,” But it is a great deal harder to 
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prove one’s words. Advertising is like 
whist and chess combined into one 
complicated game. To be able to play 
with any success one must have a most 
prodigious memory to remember ex- 
actly all one’s experiences, and one 
must have added to that the faculty of 
looking forward and seeing to all the 
next twenty or thirty moves which are 
possible and probable, as a consequence 
of that which one is now going to 
make. 

There are few, very few, who can do 
this, if, indeed, in the present condi- 
tion of agnosticism in the art, there are 
any. ‘That is why it is so difficult to 
say what is right and what is wrong. 

Our ancient friend, the ‘* promoter,” 
may have been right, and he may have 
been wrong, in his advice to his—pre- 
sumably — young friend. He was 
doubtless right to a certain extent, in 
so far as he applied his theory, paid 
for, no doubt, dearly enough by many 
a hard tussle with Dame Fortune ; he 
was right if he had calculated carefully 
the moves of his young friend’s game, 
if he had investigated and found the 
conditions to be absolutely the same as 
they were in his own case, or if those 
conditions which differed had been at 
some other time investigated and tried 
by him ; but he was wrong, egregiously 
wrong, if in his friend’s condition there 
was one jot or tittle which differed 
from his cwn, and which he had not 
carefully, thoroughly and experiment- 
ally investigated ; for that one, perhaps 
almost invisible, difference might be 
the rock upon which the good ship 
would split. 

As a single illustration: ‘‘ Patent 
medicines ” may mean anything, from 
‘*Medicated Malt Extract” to ‘‘Blank’s 
Sarsaparilla.” It will hardly be denied 
that the college professor would be 
more likely to buy the former than the 
latter, or ‘‘ Johnson’s Liniment” than 
either. An educated man like the 
college professor would probably be 
less likely to buy a patent cure-all than 
something advertised to cure only one 
disease or complaint, so that the ad- 
vertisements of the cure-all would 
necessarily—while the liniment adver- 
tisement would not necessarily—have 
to be addressed to fools or ignor- 
amuses. 

That is, however, only one way of 
looking at it. ‘There are many more ; 
but the sum and substance of the 
whole discussion resolves itself into 
this ; Do not let us set ourselves up as 
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knowing too much, Let us have dis- 
cussion, by all means, but sensible dis- 
cussion. Do not let us say too posi- 
tively which is good and which is bad. 
Let us have experiences, that we may 
draw our own conclusions. But for 
this we must have detailed experiences, 
and exactitude in dealing with con- 
ditions. Thus we will be able to learn 
how to obtain certain results under 
certain conditions. In other words, 
we will learn some of the ‘‘ laws of 
advertising.” 


> ———_—— 


IT WAS NOT BAD ADVICE. 
By Wm, Wattenberg. 


With certain reservations, this was 
good advice. The word “fools” 
was no doubt used in a strained sense, 
and, besides that, the person giving 
the advice could not in a few words 
give his full meaning. Had he had 
time for more exact expression, very 
likely he would have said this : 

“* Intellectual, well-educated people 
are ina minority. A great many very 
nice people and good patrons do not 
belong to this minority. It is with the 
majority that you must carry the day. 
When you write your advertisements 
and circulars you must seek to impress 
persons who are not intellectual, but 
who, although they may, to use their 
own expression, be ‘up to snuff’ in 
their own particular every-day matters, 
and entirely respectable, are not in 
sympathy with, and therefore not im- 
pressed by, the methcds of approach 
which would win you a hearing from a 
person of high mental calibre. Not 
only this, but you may send your ad- 
vertising literature, prepared from this 
standpoint, even to ministers and pro- 
fessors, for men of scholastic training 
are not apt to exact the work of a 
scholar from a business man (in fact, 
they rather like a chance to feel how 
much more advanced they are), and in 
addition to that, they are often more 
helpless or plastic than an intellectual 
man when they come to deal with 
matters out of their own sphere.” 

At any rate, this modified statement 
seems to fit the case, though there is 
room even yet for a disastrous mis- 
conception ; and that is, by assuming 
that because a person is not intellec- 
tual he is necessarily an idiot, and that 
because he is unable to cope with you 
in an argument on political economy 
he is sure to like a thing because it is 
vulgar, Downright vulgar people 





belong mainly to the very lowest 
classes, which few advertisers are 
anxious to reach by advertising. It is 
the intelligent, even if non-intellec- 
tual, mass of the people that most ad- 
vertisers have to draw their trade from, 
and in dealing with these, simplicity 
must be distinguished from vulgarity, 
Some advertisers confuse them. Many 
persons whose mental habits and 
mental powers have not progressed 
beyond a certain point are nevertheless 
repelled by vulgarity or deliberate ex- 
aggeration. Important ‘facts, told 
with simplicity, have weight with them, 
although the same facts, if spread out 
and conveyed piecemeal by a series of 
labored phrases, would simply skim 
the surface and pass along with little 
notice. The bulk of the people cre 
intelligent enough to know when ex- 
travagant claims are being made, and 
have self-respect enough to resent an 
advertisement which appears to assume 
that they are ignorant ; even while it 
is true, on the other hand, that they 
are generally unwilling to undergo any 
mental labor of their own in order to 
reach a conviction that an article ad- 
vertised is one they should buy. 

There are numerous real fools, to be 
sure, There is no limit to the amount 
of money which can be extracted by 
different schemes through advertising 
which consists of barefaced lies. But 
this class of advertising is not sup- 
posed to have been in the mind of the 
advertiser whose quoted statement 
heads these lines ; and a business that 
is carried on in legitimate lines, and on 
the idea that some fair return must be 
given for money received, will hardly 
prosper by catering to actual fools 
only. 
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Tue first book was printed at Paris in 1470, 
but it was not till 140 years afterward that 
Louis XIII. caused his ordinances to be print- 
ed on per = and posted in the sixteen 
parts of the city after they had first been read 
in all the public street-crossings, Onaccount 
of the large number of persons unable to read, 
this method was continued for the publication 
of the royal decrees for more than a hundred 
years longer. Private persons were allowed 
to employ posters for advertising about the 
year 1600, but they made moderate use of 
them at first, Advertising sheets began to ap- 
pear shortly afterward at Paris, in some of 
which the editors made known the business of 
their clients in verse. Business cards were in 
general use in 1650, or not long after the pe- 
riod described by Scott in the ** Fortunes of 
Vigel.”” London followed Paris shortly after 
in all these innovations, though at the present 
time there are more advertisements ina single 
number of the London 77mes than in all the 
Paris journals for an entire week,—San Fran- 
cisco Chronicle, 














MR. CHAS. E. STRONG. 


Mr. Chas. E. Strong, manager of the 
Chicago Newspaper Union, was born 
in Union City, Branch County, Michi- 
gan, March 28, 1841. His parents 
were among the early pioneers of that 
State, having located there in 1836. 
In 1850 they removed to Milwaukee, 
Wisconsin, where, at the age of four- 





tecn years, their oldest son, Charles E., 
was apprenticed to S. M. Booth, then 
publisher of the Daily Free Democrat, 
to learn the printers’ trade, with whom 
he remained for four years. After- 
wards Mr. Strong was engaged in the 
different newspaper and job printing 
offices in Milwaukee until the year 
1860, when he entered the office of the 
Evening Wisconsin as compositor, and 
two years later was made foreman of 
that establishment, which position he 
held until October, 1870, when he was 
sent to Chicago by his employers to 
establish and put in operation the Chi- 
cago Newspaper Union, which has be- 
come, under his management and di- 
rection, the largest auxiliary printing 
house in the United States. He has 
probably done more to advance the 
ready-print newspaper system than any 
other man in the country, and is the 
pioneer in practical work pertaining to 
that business, his first experience in 
making up what is termed “‘ patent in- 
side” forms dating back to the spring 
of 1864. Probably no man in Chicago 
has a larger or more agreeable ac- 
quaintanceship or is held in greater 
esteem among the country publishers 
of the West than the subject of this H 
brief sketch.—Ariist Printer, 
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THE BOSTON DAILIES, 
From the Brockton (Mass.) Enterprise. 
The Post has been trying to interview 
the editors of other Boston papers to get 
their views as to the ey of newspapers 
congas money for the printing of news mat- 
ter. Editor Barrett, of the Record, 
tor Taylor of the Globe, were coy and didn’ t 
care to talk on the matter. Editor John H. 
Holmes, of the Hera/d, says speeches and 
such matter can be run legitimately in the 
reading-matter columns and paid for without 
affecting the editorial columns of the paper. 
It is well to know this. It would be dreadful 
to think that Boston newspaper editors be- 
lieved in all the patent medicines and other 
stuff that they boom in their news columns. 


enmnniicceneilgipecdsiatieibites 
NERVE ENOUGH. 
From the Detroit Free Press. 


He walked into a Chi.ago newspaper office 
confidently, and took a seat. 

“ Are you the manager ?”’ he asked, briskly. 

“What can I do for you?” replied the 
Te man, in a non-committal tone. 

I'm a patent medicine manufacturer. 
Your paper has a pretty wide circulation, 
hasn't it?” 

“Wide!” The newspaper man swung round 
in his chair, ** Wide! I should say so. We 
have a circulation greater by two to one than 
any other = in the State—a sworn circula- 
tion, sir, of 100,000 copies daily, and it’s a paid 
circulation, too, and we reach the families, 
sir. Our paper is read by 500,000 people every 
day, and when you consider that our advertis- 
ing rates are—well, they’re so low that we are 
going to advance ’em 50 per cent right after 
the rst. I don’t exaggerate in the least, sir, 
when I say that we offer positively the best 
geen medium in the United States. 

Why, you can see for yourself what the re- 
sults must be from an ‘ad.’ placed before 
3y500,000 people every week and— Where are 
you going?” 

‘Oh, ‘round town a little,” replied the 
stranger, putting on his hat. “The article I 
make is a nerve medicine, and I came in to 
sell you a bottle, but I see you don’t need 
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amngeae is Y. State. W. W. D. B., Printers’ Ink. 


AMES and addresses of Polk County resi- 
dents, $2.50. Address V. P. FISKE, Dallas, Or. 


4, 000 4 ADDRESSES. B Best baer fe Ly 
Mich. Adv. Coe Ypsilanti, Mich. ~ Z 


NLY MORNING DAILY DAILY in town of 
price $5.00. MIZE BROTHERS: 
Newsparer | Bro ers, 149 LaSalle St., Chicago. 


EXCHANGE—Some splend splendid ay yd 
4 stock for ae novreres pro ‘aed ° 
terested ad ARVE Springfield, "0. 


A YOUNG MAN and a hustler, with $5,000 to 








Bas can secure an interest in ng m: 
N.Y.C. SANDS FULL." 90, nters’ In 
peas, Gasette, chee, best power on 
Beton for printers. All sizes. rite + . 


talogue and prices. “State size wanted 
ELST ER, Scranton, Pa. 
‘OR SALE—Cutest = out for advertising 
novelty; can be applied to any business; 


Sample and price sent tor 10 cents. _— RD 
. AGENCY, 377 Main St., Worcester, Mass. 





Advertisements under this head, two lines or 
more, without display, 50c. a line. 


yr 
‘G RIT 


V ICK’S! 
ys BIBBER'S. 
Ss. 

200,000 7 
Ques JOURNAL, Topeka. 
GQ POKANE SPOKESMAN. 
we 
yure 200,000 GUARANTEED. 
200 xX 1,000 = Vick’s circulation. 
9 HUNDRED THOUSAND. Vick’s. 
2 OOO HUNDRED. Vick’s Magazine. 

> 
I EVEY’S INKS are the best. New York. 

4 
yicr’s 200,000 GUARANTEED AND PROVED. 
\ 7HO IS MISTCHAYACK! He writes advs. 
200,000 Vick’s. Guaranteed & Proved. 
Pporutar EDUCATOR, Boston, for Teachers. 

ICK’S —— CIRCULATION GUARANTEED 
AND PR 
y= Publishing Co's pl plan of No Proof, No 
ay, is Good. 

se GRAPHIC, Chicago—Most value at least 


to advertisers 


TH GRAPHIC, Chicago, * “the great Western 
illustrated weekl iy.” 


OHN T. MULLINS’ MAILING AGENCY, Faulk- 
land, Del. $2 per 1,000. 

UDICIOUS advertisin, 8. Try the LOUIS- 
J Vinwe COMMERCIAL 
Lear COMMERCIAL pays better than 
any other Louisville Daily. 

















HRISTIAN PATRIOT. to ote.s year. Sam 
Cie MORRISTO _ on 


DEWEY "Ss CANADA LIST « Tint bee (Co-operative). D. R. 
DEWEY, Hamilton, Can Canada. 
5 MAGAZINE. “No Proof, No Pay.” 
200,000 Guaranteed and Proved. 
ys ICK’S MAGAZINE 200,000 avennge monthly, 
and written in the 1e contract, too 
‘1. ADVERTISER'S GUI a free by 
STANLEY DAY, New Market, N. J. 
ARGEST DELIVERED DAILY circulation in 
Connecticut—-NEW HAVEN NEWS. 
I OSTON HOTEL GUIDE is printed on heavy 
super-calendered paper. paper. its look well. 
66 PUT IT IN THE POST,’ POST,” South Bend, Ind. 
ee Le tens ik pape’ r in Northwest Ind. 
$1% ER LINE for 1,000 lines in ues H. P. 
Hubbard, Manager, 38 Times Bldg, N. Y. 
N EDICAL BRIEF (St. Louis). tc: 
tion of any medical journal in world. 
ee MAGAZINE tells the quantity of pager 
for each ¢, and lets the advertiser weigh i 
Zz you ot ye, Life or Accident Insurance, 
urs Truly,” care Printers’ Ink. 


oo nd me mali of L ROAD, pope, 
Col. It will pay. Rates low. Sample f 
1. 000¢ sroulses civen te 1.00 familie. al w 
G.B. Oxley, News News Ag’t, New Vienna, O. 
SV | Mechanical Engraving. Photo Elec- 
trotype Eng. Co., 7 New Cnambers St., N. Y. 
Vicks MAGAZINE (of Rochester). Advertis- 
ing office is at 38 Times Building, New York. 
| cnet Estimates and Special Offers in Advertis- 
ing, address STANLEY DAY, New Market, N. J. 
‘(HE OKETO HERALD, Oketo, Kan. A thou- 
sand readers in a first-c lass farming region. 
+, IS BIGGER — THE TERRE HAUTE EX- 
RESS—than any paper in Indiana outside 
i dgein 
Otay, 1 wrasse JOURNAL. | Daily, 12,000. Sun- 
eekly, 22,000.’ Thoroughly 
covers Gential 0 





F YOU WISH to advertise | anything anywhere 
at any time write to GEO. P. RO LL & CO., 
No. 10 Spruce St., New York. 
81 5 VOR, 6 LINES 9 dae, Display ads. 
ee PRISE, 


Se. rT inch r da: 
Brockton, Masse Cire ren, 6,600. - 


‘Teamonth EOPLE’S “TLLUSTRATED JOURNAL 
(monthly), ad Orleans, La. A Southern fam- 
y magazine, it reaches Sou’rn homes. Adv’tise! 


UR ay a ge so low (iee.) we can’t buy a 
Por? oe eb WEEK! ve 20,000 cire’n. —- 
free USTRATE WEEKLY, Topeka, Kansas. 
K ANSAS is is thoroughly cov Let covered by THE KAN- 
SAS WE ‘AL, Topeka, Kan., the 
leading farm and family newspaper of the State. 


[HE GAZETTE, Little Rock, Ark., should be 
included in all lists by advertisers who desire 
Try it this 


handsome returns for 
year. 
~—e PUBLISHERS, please send circu- 


re list of your directories to U.8. 
ADDRESS COo., L. Box 1407, Bradford, McKean 


e outlay. 


A® 11 fay eel State $2.0 9.006 and pay ~ 
sell Of an al an or- 
feit 4 cts. on ash Fe “dead.” AGENT'S 


RALD, com ni 


desiring tor to reach the people of 
Aire Pb ae connec’ find a better medium than 

e G. + the oldest, largest 
a best paper RY the State.” State. 


APER DEALERS—M. ‘S—M. Plummer & Co., 161 
at ae St., N. Y., sell every kind of paper 
printers and aay lowest prices. 


used by 
Fall line » ae of 


sneeze: snore. Don’t snore! Sto; 
Confection, Cachous, sligh 
vpn a7, $1 $1 per box by mail). 

, Va. 


CAtF 
iy but suc seas 
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IANA "—Read and lend to your friend. 


14 

The “ Wonderful. Discover of Dr. Zugas- 
sent”? unfolded. Wome n protected, 25 cents. 
BURNZ & CO., 2% Clinton PI New York. 


4 MERCHANTS— Publish your own news- 


fad Costs less and more pe ive than 
paper Colhest'd stories, fashions, etc. Write 
us. ELY TOPICS CO., 295 Wash. St., Boston. 
TPON lication we will send 
U or periodical Ne Po, our I Blications for ‘or 


review and A H. LEAVEN- 
WORTH PUBLISHING CO., publishers of THE 
INDICATOR, Detroit, Mich. 


4 be METROPOLITAN AND RURAL HO! 

irculates —fy® the rural districts eH 
TAKE NOTICE; 500,000 guaranteed monthly. 
Rate, $2.25; yearly, #0 per line, agate. All 
agencies have this paper on f m file. 


r . FAR Er. Delian, Be —\ 4 a weekly 

irculation of :0,000, making it in 
the State. Distributed weekly at oar 1 post- 
offices in Texas alone. R y more —— 
mee any other paper published in 


‘(HE GREAT MEDIUM f UM for the South and 
West. Ltn 4 MAGAZINE, monthly, 


New York, is among the 161 a tee Ts to which 

the new caition of eg Ameri: ~~ 

rectory for 1891 accords a a ion of 

more n 60, 000 copies each each 

Cs PAPERS. Trade rs. Complete lists 
= = Lye = A ng —< 5 4 hy — 1: 


prof: ns, societi —s found in Geo. 

Rowell & & Co’s “ ‘Book ok for Advertisers,” which 

is sent by mail to any address on receipt of one 

dollar. Apply to G P. ROWELL & CO., Pub- 
lishers, 10 Spruce St., New Yo New York. 


ENVER, Colo’ rado.—Geo. P . Rowell & Co. of 
New York in their new BOOK FOR ADVER- 
ERS name the y circulated, 
most influential pa| papers important center 
< [i or trade eye ay the whole 


reat A For Denver the 

sone ion is the DENVER R UBLICAN. 

Qa ential ; but how about qual- 
hasn’t 


ity. HE DETROIT it PLAINDEA EALER 
circulation ; it has —_ 3,000, but every 


100, 
copy is Lay B ry * P ve class of 
eld ly its own. 
The! leading Afro-American ote rnal of the coun- 
try. THE x 92, Detroit, Mich. 


DS YOU KNOW THAT Ry GALVESTON 
NEWS was established 182 and THE DAL- 
LAS NEWS —L. 1885 ; that they ton of simultan- 
eously and pe every portion of Texas be- 
sides verritery oining ; tele- 

graph wire connects the two offices ; ; that each pa- 
per runs a special daily train : train at its own expense! 


T= GALAXY OF MUSIC, Boston, M 

Lower rates than any of the other 43 
~_ quoted in | n’s ae. It is one 
of the only two in whose claimed 
circulation is vouched at wells Directory. 
Circulation for 1892 20,000 each issue. 
Rates increase Feb. 1st. “Send for sample and card. 


DVERTISING BY STATES: An e ight-page 

leaflet : conveys concise information ut 

the area and population : indicates the newspa- 

rs most valuable for an eae a use in 

parate State and Territo together 

_. a map of eo eee ee = sent Bost id 

for five two-cent stam 'S 
ADVERTISING "BUREA ee Fork. 


IY —— Complete liste of peat in Sogetgn 
Scan- 


neh, Spanish ra —. y 
dinavian, , or ese news- 
fran in the > United —» or all oe 


acnangs 4 

language 0’ han ma; 

und Tn Geo. P. Rowell "& Oss “ Book for A a 

tieors,” which is pa a mai! 4% pony eat — for 

one dollar. Appl ly to 4 
Publishers, 10 pruce St., Nev St., s ‘York. 


i ly it your desire to use the best Newspaper 
lished in the cocmon of country you wis! 
eam? THE LEADER is the r for the a. 
m 
tion solid, 
(evening) xe AA 
wate and 


ed 
trom all Tener urns 
on applicat 


BERS & KENNEDY, Publishers, Springfield, Mo, 
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NEW RATES.—To take effect with the first 
issue in February, 1892. 
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A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO., Pusuisners. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted, First and last page fifty 
per cent additional. Special Notices, Wants or 
For Sale, two lines or more, 75 cents a line. Ad- 
vertisements must be handed in one week before 
the day of publication. 

Although advertising rates for Printers’ Ink 
will be increased 50 per cent commencing with 
the first issue in February, yet time contracts 
~ will be received at current rates, 50 cents a line 
or $100 a page, up to the 27th of January. Ad- 
vertisements may be ordered every other week, 
once a month, once in three months, twice a 
year, once a year, or for any specified space, to 
appear on any specified dates before the last issue 
of December, 1896. 


JOHN IRVING ROMER, EDITOR. 
Every edition exceeds fifty thousand copies. 


NEW YORK, JANUARY 20, 1892. 











**CHANGE your advertisement fre- 
quently;” ‘‘ Do not let the same copy 
appear twice,” has been the tenor of 
much of the advice that has been given 
by writers on advertising. Yet, as 
exemplifying the uncertainty of the 
whole science of advertising, one does 
not need to look far to find cases where 
highly successful advertisers have kept 
the same copy standing for months, 
and even years, Take the familiar 
four-line Castoria advertisement which 
has appeared continuously for the past 
ten years and is still running: 

When baby was sick we gave her Castoria. 
When she was a Child she cried for Castoria. 
When she became Miss she clung to Castoria, 


When she had children she gave them Cas- 
toria. 


Now this is, beyond doubt, a good 
advertisement, and its author might 
try for a long while without producing 
anything better. Also the following 
reading notice of Mrs. Winslow's 
Soothing Syrup has been inserted in 
American newspapers to the amount of 
not less than a million dollars : 

FOR OVER FIFTY YEARS, 


Mrs, Winslow's Soothing Syrup has been 
used for over fifty years by millions of mothers 
for their children while teething, with perfect 
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success. It soothes the child, softens the gums, 
allays all pain, cures wind colic and is the best 
remedy for diarrhoea, It will relieve the poor 
little sufferer immediately. Sold by druggists 
in every part of the world. ‘Twenty-five cents 
a bottle. Be sure and ask for ‘“* Mrs. Wins- 
low’s Soothing Syrup,’’ and take no other 
kind. 


During all the time that this an- 
nouncement has been run the only 
change has been in the head-line, 


which in ‘some cases has read: ‘‘ To 
Mothers,” instead of the phrase, ‘‘ For 
over 50 years.” ‘This is also a good 


advertisement. It sets forth the ad- 
vertiser’s claim for patronage in plain, 
condensed terms. ‘lhe question is, in 
such cases as these, is it well to attempt 
novelty by inventing new phrases? Is 
anything gained by twisting the facts 
about and dressing them up in new 
language? Here are two very success- 
ful advertisers whose policy plainly 
indicates their conviction. Yet other 
advertisers, equally successful and with 
preparations of a similar class, evi- 
dently believe just the opposite. ‘The 
announcements of Scott's Emulsion 
and Perry Davis’ Pain Killer are fre- 
quently changed. In the face of 
these distinguished examples on both 
sides of the fence, what wonder that 
the advertising novice is puzzled to 
know what course to pursue? In this 
connection it is interesting to observe 
that the Royal Baking Powder Com. 
pany, formerly one of the chief expo- 
nents of the ‘‘no change” theory, 
now changes its advertisements regu- 
larly. 

Of course this consideration does 
not properly apply to the retail adver- 
tiser. In his case there is the daily 
news of the store to record, and novel- 
ties in goods naturally suggest novel- 
ties in advertisements. We do not 
think any one will dispute the advisa- 
bility of regular changes for retail ad- 
vertisers, 





AN especially attractive number of 
the American Agriculturist is issued 
for the current month and year to 
celebrate the semi-centennial of its 
publication. It was commenced in 1842. 
The Rural New Yorker appeared first 
during the same year; the Prairie 
Farmer in 1841; the Massachusetts 
Ploughman in 1840; Boston American 
Cultivator 1839 ; Augusta Maine Far- 
mer 1832; Albany Cultivator 1830 ; 
and the Mew England Farmer, the 
oldest of all, in 1821. 

Changes in agricultural methods are 
no more marked as exhibited in the 

















columns of these papers than changes 
shown in their advertising departments. 
The forms used by the best advertisers 
of fifty years ago are a strange contrast 
to those of the present day. From 
their first issues these publications 
seem to have been well regarded by 
advertisers, and to have received a 
liberal patronage, But the names of 
these patrons sound strangely now. 
Their places were taken by others in 
most cases years ago, 


In one mail last week there were 
received one hundred and seventy 
orders for advertisements to appear 
in the 1892 edition of the American 
Newspaper Directory. The smallest 
orders were for a $20 space, the largest 
for page advertisements at $150. Not 
included in the one hundred and 
seventy, there were received on the 
same day twenty-five orders bearing 
conditions which could not be acceded 
to, and for that reason were de- 
clined. 





Editor of Printers’ Ink: 

I am the owner of a highly respectable pro- 
prietary article, I wish to advertise it in first- 
class shape in New York State, but omitting 
the cities of New York and Brooklyn. My 
advertisement has been prepared by an ex- 
ports and I think it exceedingly attractive. 

t occupies three inches of space—all electro- 
typed. Please tell me how much moncy I 
need to spend upon this advertising for one 
year, PROPRIETOR. 

The money you will need to spend 
will depend upon how you propose to 
have the advertising done. If you get 
estimates from different advertising 
agencies, they will state the amount 
from $5,000 upwards; but you will 
have no satisfactory assurance that 
such work as you say you want will be 
given you, Each agency will naturally 
wish to secure the order, and upon the 
supposition that you will finally give it 
to the one whose figures are the lowest, 
will not be apt to include the most de- 
sirable papers, which cost the most 
money. This is one of the evils of 
competition. You would do better to 
select some one agency of acknowl- 
edged ability as well as integrity, tell 
just what you want to obtain in a gen- 
eral way, and then say ‘‘Go ahead.” 
This is your safest course. If you 


wish to advertise so thoroughly as to 
include all towns of 1,500 population 
and upwards, with at least two papers 
in each town, where two are published, 

and in all the cities from two to three 
dailies with their weeklies—and this is 
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what you ought to do—it will cost you 
from $7,500 to $8,000. Buffalo alone 
requires $1,000, Rochester about one- 
half that, and Albany and Syracuse not 
quite so much. 





+> 
+or 


THE REVIEWER. 


What title a writer of advertise- 
ments shall assume seems to be caus- 
ing some of the fraternity a great deal 
of worriment. I have heard of 
** Doctors of Advertising,” ‘* Writers 
on Business,” ‘‘ Makers of Advertise- 
ments, ” * Ideaists, ”  “ Advertisin 
Specialists,” ** Advertising Experts,” 
‘*Designers of Advertising Ideas,” 
‘*Authors in Advertising” and 
**Champion Liars.” But, perhaps, 
one of the most ingenious of these 
appellations pertains to a Keatucky 
man, who describes himself as an 
** Advertising Pathfinder.” 

* 


* * 

A case in which the position of an 
advertisement gave it unusual and 
peculiar significance occurred recently 
in the Family Story Paper. The 
leading story bore the gushing title, 
** Queen of My Soul, or Little Flos- 
sie’s Lover; the thrilling story of a 
young girl’s heart trials, by ‘ Girlie’ 
May.” The second story was ‘‘Daisy 
Gordon's Folly by Laura Jean Libbey.” 
Between these two remarkable works 
of fiction was sandwiched a display 
advertisement of neuralgine, ‘‘the 
great pain cure.” Now the question 
is raised by a correspondent for which 
story is it necessary to take the medi- 
cine, It is suggested by some parties 
that the two authors are one and the 
same pefson. 

* # 

Similar to the fictitious invitations 
gotten out by several newspapers in- 
viting the recipient to advertise in their 
columns isa New Haven grocer’s an- 
nouncement. It is in the form of a 
menu card, on which a most elaborate 
course-dinner is set forth. The only 
matter of a strictly advertising char- 
acter is this note : 

Tilustrating the variety of f feney pare, 
wines and c to in 
modern grocery house, we -K.. this inom 
selected from goods in ‘stock. 

Notwithstanding that most of the 
dishes are canned, the menu has a most 
appetizing appearance. Used as an 
advertisement, however, it is like tell- 
ing a man about the fine dinner you ate 
yesterday. 
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A kind correspondent who seems to 
think that it is ‘‘The Reviewer's” 
province to comment on whatever is 
absurd in advertising, clips the follow- 
ing from the Simcoe (Can.) Reformer 
and sends it in for criticism : 


For a Respectable 
LOW PRICE FUNERAL, 
Call at Miswer & Kenpat's 
Old Stand. 


Terms: Three, six and nine months. 
Jj. F. BEST, Undertaker. 





I do not know how the undertaking 
business is apt to effect those engaged 
in it, but it certainly does seem as 
though more flippant and out-of-place 
advertisements come from this source 
than from any other department of 
business. 

*"% 

A gentleman who must have had 
considerable difficulty in finding a sub- 
ject to write about contributes an article 
to an esteemed contemporary bearing 
the mocking title, ‘‘Should Newspapers 
Insert Advertisements?” Of course 
they should, just as many as they can 
get. The trouble usually is that they 
can’t get enough. That our oracle 
takes the same view appears from the 
following quotation : 

For a newspaper to refuse advertising is like 
arailroad refusing to — freight on account 


of the fact that a carload of hogs sometimes 
comes into too close proximity to a carload of 


passengers. 

But this strikes me as being a pecu- 
liarly unfortunate comparison. What 
connection is there between hogs and 
advertisers, anyway? 


** BORROWING IDEAS.” 


Carter, Dinsmore & ame | 
Boston Dec. 18, 1891. 

Editor of Printers’ Inx: 

It is not a difficult feat to make off with the 
cash drawer when the owner leaves it un- 

arded ; and it is easier still to appropriate an 
idea clothed in uncopyrighted attire. But 
something will be gained for the cause of truth 
and honesty by exposing such “‘clean steals’’ 
as the following. 

Several weeks ago we published in various 
papers this advertisement : 

“ NULLA DIES SINE LINEA. 


“The Spaniards have a witty proverb, as 
follows: oR tool, unless he knows Latin, is 
never a great fool.’ We are not anxious to 
be pla in the latter category, but we know 
enough Latin to translate ‘Nulla dies sine 


linea.’ It means ‘ Not a day without a line,’ 
and the old historian, Pliny, 
famous painter used the phrase as 


tells us that a 
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Every stationer in America should adopt the 
motto, translating it freely, as follows: ‘ Not 
a day without a line—o/ Carter’s Ink and 
Mucilage.’”’ 

If imitation is the sincerest form of flat. 
tery, verbatim et literatim copying must be 

raise, indeed, and we feel duly grateful to the 
. S. Nelson & Son Shoe Co. for their ex. 
tremely gratifying compliment in appropriat- 
ing our advertisement, word for word, down to 
the last line, where the necessary changes are 
made to apply the play upon words to one of 
their specialties. We wonder what substitute 
for brain tissue it is which causes a man to 
commit petty larceny like this. 
Carter, Dinsmore & Co. 
Tue NorTHwestern MI.ier, 
Minngapouis, Dec. 16 1891. f 
Editor of Printers’ lnx: 

We would call your attention to the inclosed 
page from the Oakland 7+7éumne bearing date 
of November 24, 1891, and the advertisement 
therein marked, At the same time we would 
ask you to note the page taken from our issue 
of November 14, — containing the same 
advertisement as published by us. You will 
observe the singular coincidence, which might 
be called a sample of Mark Twain's “ mental 
telegraphy,” in the language of these two ad- 
vertisements, Ours appeared one year ago 
and was created by us, while the 7rzbune's 
ps this remy and is evidently the creation 
of some highly original person who finds it 
easier to create with the shears than with the 
pen. Moral: Copyright your advertising. 

Tue NortTHwestern MILter. 


Messrs, Rowell & Co. : 

If the Philadelphians “ kick" because their 
ideas are appropriated, you folks ought to be 
proud that your genius is appreciated. 

Gaze on the inclosed, copied from the Sat- 
urday Tidings of Buffalo. 

Water McDonwe tt. 

The three letters printed above deal 
with a practice that seems to cause 
many advertisers a good deal of annoy- 
ance. It must be confessed that the 
custom of borrowing other people's 
ideas and using them for one’s own 
purposes, either in identical form or 
slightly changed, is very common in 
the advertising business. Originality 
is a scarce commodity anywhere. 
And the man with the details of a 
large business to look after finds it 
much easier to select from the pub- 
lished efforts of others matter suit- 
able for his own advertisement than 
to prepare something strictly new. 
Probably the publishers of Print- 
ERS’ INK have been copied as much 
as any other house in their line of 
business, both as regards advertise- 
ments and business methods. Yet we 
have never complained of such imita- 
tion, but, on the contrary, have been 
rather pleased than otherwise at each 
new evidence of appreciation, To our 
way of thinking, one has much more 
real cause for distress in the idea which 


his motto.nobody considers worth copying, 














MAKING THE CANVASSER 
THANKFUL, 





Advertisers sometimes give credence 
to the idea that the reason why a 
newspaper is not accorded a large cir- 
culation in the Newspaper Directory 
is because a circulation report was not 
made out in a prescribed form, not 
easy to adhere to. 

If there has ever been anything in 
the claims of this sort, every shadow 
of cause for complaint long since dis- 
appeared. Every publisher nowadays 
is reminded early in the year of the 
desirability of being able to tell how 
many copies he prints: later, he is re- 
minded of the suggestion, and still 
given sufficient time to prepare the 
record, even if the first suggestion was 
unheeded. Still later, a third reminder 
reaches every publisher or business 
manager. Every statement of actual 
issues printed is accepted as true, and 
a reward of $25 is widely advertised 
and cheerfully paid for any case where 
a report was furnished and its detailed 
statements were not accepted. Al- 
though every publisher knows that his 
signed statement will be accepted, he 
also knows that a reward of $100 will be 
paid to his pressman or to any one else 
who shall happen to be able and will- 
ing to prove that the circulation state- 
ment was not based upon facts. In 
four years this reward has been paid 
only three times, and it is perhaps a 
disinclination to have the name of his 
paper added to the slowly growing list 
that restrains an occasional wicked 
publisher from sending in a statement 
that could not be defended. The list 
as it now stands is as follows: 

Waukegan (III.) Gazette. 

Madison (Wis.) Skandinavisk Tribune. 

Prospect (O.) Advance. 

Newspaper men, as a rule, are 
truthful ; and definite statements about 
circulation are not, therefore, very 
freely put forth, unless the publisher 
actually does possess a circulation 
larger than his customers and competi- 
tors suppose him to have. Successful 
newspapers are commonly believed to 
print a great many more copies than 
they actually do print. Many a pub- 
lisher of a respectable local weekly is 
to-day earning a decent livelihood from 
the proceeds of a paper that has not a 
weekly sale of a hundred copies, and 
many another is supposed to print 
10,000 copies who has not 1,500 sub- 
scribers, This is the sufficient reason 
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why out of twenty publishers, taken as 
they go, only one has in times past 
been found willing to make under sig- 
nature a statement of his actual circu- 
lation, 

It has often been justly set up by a 

ublisher, as an objection to reporting 
his true circulation, that publishers 
who do not report actually get higher 
ratings by pursuing that course; but 
it is probable that the plan now 
adopted by the Newspaper Di 

of printing actual figures for all publi- 
cations which furnish the facts, and 
classing all others under ratings ex- 
plained by a key, will be a step towards 
obviating the difficulties that have ex- 
isted heretofore. 

When a rating (J, for instance) is 
explained to mean exceeding 800 cop- 
ies, and the next highest rating means 
exceeding 2,250 copies, advertisers 
know, quite well that the rating J is 
as justly applied to a paper printing 
2,000 copies as to one printing goo ; 
but when the advertiser is talking with 
the newspaper canvasser, he will, for 
reasons of his own, generally insist 
that the Directory credits his paper 
with only 800 circulation. 

When the new Directory appears in 
April next, the publisher who happens 
to have sent in a statement that will 
entitle him to have his rating J followed 
by Arabic figures, showing that his ed- 
ition actually did exceed 2,100, will 
have secured a positive advantage over 
his neighbor who issues 2,200 but failed 
to send a report; and the canvasser 
for the first-named will have a feeling 
of thankfulness when the advertiser 
pulls down the Directory, as he is mod- 
erately certain to do, weth the intention 
of taking his measure. 








SOLICITING ADVERTISING. 


Very few men are born with the men- 
tal endowments necessary to make them 
preeminently successful as advertising 
solicitors, and there are not many who 
acquire a liking for this field of labor. 
I have a friend in B——,the publisher 
of a bright local paper, whose brother, 
a printer of considerable business exper- 
ience and ability, once undertook to in- 
crease the advertising patronage of the 
paper. 

After interviewing all the traders of 
the town, and spending a week in ex- 
pounding the value of his medium to 
business men in the adjoining city, 
with indifferent success, he became dis- 
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heartened and threw up his commis- 
sion. 

**I can sell horses, houses, books, 
grain—anything,” he said, ‘‘ that has 
life or shape, but I cannot sell space.” 

There is no reason why publishers of 
country papers who do not feel able to 
employ experienced canvassers should 
shrink from personally soliciting adver- 
tising from business houses in their 
bailiwicks, unless it be that they them- 
selves have no faith in their ability to 
give full value for money received. If 
a publisher exerts every effort to make 
his paper editorially, reportorially and 
typographically excellent, and charges 
rates that are commensurate with his 
circulation, he ought to approach ad- 
vertisers with the same confidence in 
what he is vending as a man who offers 
for sale merchandise of any kind.— 
Printers’ Review, Boston. 

ors a 
NO BAKING POWDER “ADS.” IN “ THE 
REGISTER.” 
Tue New Haven Recister, ' 
New Haven, Conn., January, 2, 1892. { 
Editor of Printers’ Ink: 


I have read with considerable interest the 
article in Printers’ Ink of December 30, 
by P. V. Collins, regarding the baking eawie 
advertising war. Phe point he raises regard- 
ing the abuse by newspaper publishers of their 
own columns in allowing matter of the kind 
referred to to appear as news in the interest 
of baking powder companies or any one else, 
is well taken. 

lam glad to be able to say that the New 
Haven Register has sufficient appreciation of 
its own vaiue as an advertising medium not 
to allow anything of the kind referred to to 
appear in its columns, and asa natural result 
the amount of advertising received from bak- 
ing powder companies is m7. 

The manner in which the large majority of 
papers is made up, giving the best positions 
to foreign advertisers and usually at less 
than rates, placing advertising surrounded 
by reading matter, and in fact any position 
that the advertiser demands, in a way that 
spoils the typoeraphic appearance of the 
paper, and in this way discouraging local 
advertising, would almost lead one to conclude 
that anew title should be given many business 
or advertising managers, and one which under 
existing conditions they would well be entitled 
to, and that is ‘* Discouragers of Advertising.” 

L. Morcan. 
a O- 


“PATENT APPLIED FOR.” 


Jewett, O., Dec. 23, 1891. 
Editor of Printers’ Ink: 

I have lately noticed a new advertising 
scheme. 

The manufacturers of a popular patent 
medicine (Hood’s Sarsaparilla) are having 
some of their circulars placed in the center 
of balls of knitting cotton. At the bottom of 
the circulars it is stated: ‘* Patent applied 
for on advertising medium.” 

C, T. ATHEARN, 
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ENGLISH AS SHE IS WRIT. 


Editor of Printers’ Ink: 

The new tal card is evidence that the 
difficulties of the English tongue still engage 
the attention of the post-office authorities at 
Washington. ‘To state in one lucid line that 
the face of a postal card is reserved for the 
address has baffled the skill of each successive 
administration from the time of the first postal 
cards uptodate, Those first cards faltered ; 

Address only on this side—the message on 
the other. 

This bungle was so much scoffed at that it 
was soon changed to something that narrowly 
escaped success : 

Nothing but the address can be placed on 
this side. 

But the falsity of that assertion was plain 
and almost comic, for it was just as easy to 
write upon one side of the card as upon the 
other, 

The next political genius who harnessed 
himself to the task achieved this verbless 

hrase : 

Nothing but the address to be on this side. 

To consider so weak-kneed and tottering an 
ellipsis an English sentence is too much even 
for patriotism, Small wonder that it could 
not stand, 

Again the great feat has been essayed. The 
legend now runneth : 

This side is for address only, 

Alas! That also falls short of the mark. It 
lacks the precision of the definite article, and 
more. It can hardly be deemed acceptable. 

I rise, therefore, to remark that as Uncle 
Samuel finds the language so hard and so in- 
flexible after twenty years of practice upon 
one short line, it is not to be wondered at that 
the average advertiser flounders helplessly in 
its toils ? 

Nor is it, surprising that the voice of the 
“‘expert ’’ is heard in our land. 

N. A. Linpsry. 


—nttaaihteeniitiil clases 
A MYSTERIOUS CASE. 

FarRM JOURNAL, ! 

Puitapecpnia, Dec. 18, 1891. § 


Editor of Printers’ Ink: 


If Printers’ Ink wants an interesting item 
they ought to investigate some very peculiar 
business that is being sent out from New York. 
On the 15th instant we received a type-written 
letter on one of James McCall & Co.’s letter 
sheets directing us to insert their 8-inch card 
one time in our next issue. It now develops 
that the order was not genuine and that some- 
one is using McCall & Co’s letter sheets and 
good name. 

As a matter of fact, do you think McCall & 
Co. could have been held for this advertising, 

rovided it had been inserted, or would we 
ave been the losers, as would be the case if 
we accepted a forged check ? 

This little episode clearly shows the advant- 
age of sending prpmpt acknowledgments for 
advertising orders received. If we had gone 
ahead and inserted the card our loss would 
have been $112, the one insertion amounting 
to that sum, HAS, F. JENKINS, 

Associate Publisher. 


James McCatt & Co., l 
Designers and Publishers of Fashions, 
New York, Dec. 14, 1891. 
Publishers ** Farm Journal,” 
125 N. Ninth street, Philadelphia, Pa.: 
GeENTLEMEN—You may condense inclosed 
**ad.”’ to occupy not more than eight or eight 
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and a half inches, single col., and insert same 
in your next issue. Follow, as near as ou 
can, the same style of type and ** make-up.” 

Please note ;—this order is for one time only. 

Kindly give us a prominent position. Future 
advertising will depend on results from this 
trial trip. 

Please give us your very best pame 
rates and all the discounts you can a y 
allow. James McCati 


James McCatt & Co., 
Designers and Publishers of F ‘ashions, 
New York, Dec. 17, 1891. 


“Karm Journal,” Philadelphia, Pa.: 


GenTLEMEN—Your favor of the rsth, ac- 
knowledging what you believe to be an adver- 
tisement from us, and informing us that it 
will be inserted in your February edition, has 
been received. We beg to inform you that 
the advertisement is a fraud. Some one has, 
for some reason or other, been sending out 
bogus “‘ads’? on paper which must have 
come from this office. We cannot understand 
why. It does not seem to have been a scheme 
for securing commissions, as none of the 

pers, as far as we can learn, which have 
Coral imposed upon, have been asked for a com- 
mission. 

We regret very much that our name has 
been used to annoy in this way. 
ames McCatt & Co, 
ladworth. 


Dictated by Mr. 


Farm JouRNAL, 
Puitapecruia, Dec, 18, 1891. t 
James McCall & Co., New York, N. Y.: 
Your letter of the 17th is received and we 
are quite surprised at its contents, and cannot 
imagine what object the person would have in 
sending out fictitious orders. The loss, if 
any, of course, would fall upon us. As a 
news item we have referred the matter to 
Printers’ Ink, the journal of advertisers, 
published in New York, and have sent them 
copies of the letters. Publishers should know 
what is being done as quickly as possible. We 
would be glad when you are in the advertising 
market to have a bona-fide order, and are con- 
fident the Farm Fournal would pay you. 
Inclosed you will find rate card. 
wu MER ATKINSON, 


MR. BECKWITH AGAIN. 





Trisune BuiLpinc, ' 
New York, Nov. 24, 1891. f 


Messrs. Geo. P. Rowell & Co., Publishers 
Printers’ Ink, 0 Spruce street, City: 

GenTLEMEN—I will pay you Six Thousand 
Dollars ($6,000) for a page in Printers’ Ink 
once a month, first issue in each month, for 
the next five (5) years, contract to date from 
January, 1892, This order is extended with 
the understanding that if you make a lower 
rate to any one during the term of this con- 
tract, | am to have the benefit of the same 
rate, as per your circular offer. Furthermore, 
the five De Yecember quails are to belong to me 
in accordance with your favor of recent date, 
offering to relieve me of any further payment 
of my contract for 1891 should I favorably 
consider a renewal with you. 

I would be glad to have the “‘ad.” appear 
on third cover page as often as possible, and 
trust you may find it convenient to do so with- 
out loss to yourselves. Awaiting your reply, 

Very truly yours, 
S. C. Beckwitu. 
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Tripune Buitpine, 
New York, Deg. 24, 1891. f 
Messrs. Geo. P. Rowell & Co., 10 Spruce 
street., N. Y.: 
My Deak Sixs—Finding that a single one 
of my papers—/he Cleveland World—desires 
to use in Printexs’ InK for 189" as much 


space as I have already engaged, [ will double 
my order with you for 1892. Please, therefore 
reserve one full page, once a month—third 
week of each month—one year, for 7he Cleve- 





























land World, and charge me for same Twelve 
Hundred Dollars ($1,200) additional. 

With the compliments of the season, and 
wishing you a prosperous New Year, 

Yours very truly, S. C. Beckwitn. 

mORIA HERALD. Best in Illinois out- 

F’ side Chicago. 6,000 daily. 

DRESSES to let direct from letters. Goop! 
AD J. H. GOODWIN, 1215 Broadway, N. Y. 
SIGNS 3x Safied pp a CY at tok ag 
VICK’S & MAGAZINE EROVES 200,000 
PIANOS, SECA usc Wass ses RSs: 
PATENTS ntsitisti 1D, Washington, D.C. 
LE FT TER s For arity ne peach. a 1. 
NEWSPAPERS hpeeuinatae By 
G'SEAPS.AMORO" PRINTERS 
COLLEGE-MAN "arate: tase 
teachers & stud es & private schools. 
BOSTON, Someries cI 

8i's. R. SMITH, 


MAK 
SMITH “22. Te "P irs 
OD EN Ny 
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SS ESESOEryr—— EE 
a CORNER OF THE EARTH” 


0 Beach, San Di 
California. “The Hotel del Coronal. ean 


an Francisco Bulletin 
Fost evening circulation in California. 
High character, pure tone, family newspaper. 


GOLDTHWAITE’s 


CEOCRAPHICAL MAGAZINE. 
CIRCULATION UNIVERSAL. 


nd jor | VELOPES, 














“roreeiy =< "bade ee to order 4 


The Eveni our 
ii YS N. xs. aS actee - nal, 
S|. 00: Photos. Cheapest newspaner cut: 
made. Send for proofs. CENTRAT. 


Sse PRESS ASSOCTAT’N, Columbus. 0. 


THE 
PEN ™=r1s MIGHTIER. opp. 


SPENCERIANI!! 


pitchers wisaing ¢ at, tg send best offers. 


SEES Flower 10c. 1 


pkts. Vegetable 
Bo. 6 Dahling S00. 10 Gladiolus Sor, Alt ror 
| Dayton (0.), Morning Times, 4,500. | 


$1. Half for50c. H. F. Burt, Taunton, Mass 
Evening News, 9,500. 
$1= 35 











Weekly Times-News, 4,500. 

& WE will engrave a copper plate pad 
— 100 viditiog, cards for $1.35. 

me Satisfaction ag 

f"pros., Toledo, O. ples, 4c. 





PURLLG Wangs 


Arthur’ s New Home Magazine | prin 
cireulation ion fo for 108. WB Ter aatens SEe.eee 








® KEYSTONE LISTIbe 


150 week pers of the better class; te 
lines, one es entire list, @7.50. Send for list 
L. CRANS, 10 Spruce St., N. ¥. 


| Write and Draw 


for Eeaclive om 1 Dr. Pierce’s medicines. F, 
CROSBY, Specialist in the apeperenen of 
Advertising Matter, 822 Broadway, N. Y. 


San Francisco Call. 
Estab 
Dal 56, is0—"Sunday, 6 
The Leaking j Newspaper of the a ic Coast, 
in Circulation, Character and Influence. 
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A BARGAIN. 


—imet ae est and most i 
ae biebed ea 


Fubtimed in the 
town of mo @ A -- ate region ; 
ry enj < be ron- 


0; 
“Swi pa Tov 0 sliverlsing 
ill it poy "tor if in 4 years. 


ning fora pve, ene) ic news 
om hae 96,000 ; half cash, , ~-- on easy 


‘Address “0. K.,” care of Printers’ Ink. 


FRANK LESLIE’S 
Popular Monthly. 
In its 32d volume. 
CIRCULATION, 125,000. 

It has for years proved profitable to the best 
known advertisers. It will pay you. Try it 


Mrs. FRANK LESLIE, Publisher, 
110 Fifth Ave., New York, 








Toow.« RUBBER STAMPS 


Latest Improved Process. Circulars 


free. BARTON MFG, C0., 318 Broadway, N. % d 





FOR SALE. 
ed in 1879, in 


- 
a a fepabllean. oar om d co’ Present proprie- 
0,000 out 3 “ne Dusincas ceay time 


eight —. ‘sai ae PEM ime 
on on Beintore’ ink.” 


- WRITE ME,’’ 


wae you want Ads thes an are 











Original 
Striking Se a. WHEATLEY, 
Enthusiastic ! __CHicaco, TLL. 
G0 freed Ast Fong oe Baap like 
TREES; 
Zeeed ws 2 Fruite and Fruit 


The RIE. Amer. 

Garden hae & Novel, USEFUL, to the point. 

Qvenge J Farmer: Ably written. Cal. it 

rising LOW Trees, ROSES— 

we MA -ony No r stock in U.S. No better. 

No c r. STA BROS. 6 6th Av., josiione, 
Mo. Founded 1806 oldest. 1000 acres ; LARGEST. 


One of the CORBA wee ,, n pers 





ky yy 5 
and job office, 
fanz business. Located a f county sat of 00 


ii its, with State x county patro: 
Haif interest or entire plant can be yurohesed, 
and mS2 =e in the business. 


a yy “ R. H. B.,” Printers’ Ink. 


Dodd's Aévertsive Aevncy Boston. 


Send fori. Estimate, 
RELJABLE DEALING. CAREFUL SERVICE. 


a@~ LOW ESTIMATES. 8 {. 


PRESSWORK. 


Large Runs Solicited. 
Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 


PRINTERS, 
45-51 Rose Street, - 

















New York. 


COMPOSITION—ELECTROTYPING—BINDING. 





$14 No. 62 DESK. 





WM. he ELDER adeninaie: Ind. 





We control over 5000 cars. 
Read our Little Book 
on Street Car Advertis 
ing Mailed to any ad 
dress. ; 
CARLETON & KISSAM, 
limes Bldg, New York. 








Our Signs Enlighten the 
Entire World. 


THE R. J. GUNNING CO. 


SIGN ADVERTISERS, 


297 DEARBORN STREET, 
CHICAGO. 














ro Agricultural Monthly with the Largest 
Circulation West of the Alleghenies. 

We promised 70,000 per month. We are 
giving 78,000. 


May, 81,460. September, 72,900. 
June, 88,500, October, 77,000, 
July, 71,000. November, 81,000. 


August, 72,800. December, 79,460. 





Total, eight months, 624,127; average, 78,016, 
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ADVERTISE 
Hew York Sporting Times. |\oas" 6° p—oy sxessets 


Over 200,000 readers each week 


Teot Your Horn! 











ADDRESS A : ()] nity in the | United 

JAMES E. SULLIVAN, per—the member school boards. They are the 
PUBLISHER, aM ne OE oy BOARD JOURNAL. 

252 Broadway, - - New York City. Raw cease. Canes tmercan 








A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, 


ROBERT & LINN LUCE, 
103 Milk St., Boston, Mass. 


WHO FOR ? chst'iti. Sonics 
that want earliest TRADE MARK 
news of construction ; 
Supply houses, that want addresses of 
probable customers 
one class and trade pa 
ic men, corporatio —y professional 


men, who want to get news, see what is said | “¢ There may be better pens 
ot them, or Si PCO yPR 





in the wide world than the 
Tadella, made by the Tadella 
Pen Company of St. Paul, 
Minn., but the JUDGE has 
not found them. They easily 
take the lead.” 

—Judge, N. Y., Oct. 2gth,’91. 





OVERMAN WH = Cco., 
MAKERS, 


Samples free at your stationer’s ; if he hasn't 


CHICOPEE FALLS, MASS. them send us ten cents for twelve styles. 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS., Special Agents, TADELLA PEN CO., 
Chicago, New York and Philadelphia. ST. PAUL, MINN. 











MAGAZINE; new management ; the only cream of the “ Ad 
HOME MAIER Fessrnios chute neem cgeniigg of mugen wom 


IN THE CITY OF MILWAUKEE 
(205,000 PEOPLE) 


The Evening Wisconsin 


HAS THE LARGEST ISSUE OF ANY 
DAILY PUBLISHED. 


* New York Branch Office, 10 Spruce St., OHAS. H. EDDY. 


The Christian Advocate. 


CiRcULaTion OVER 50,000 copies WEEKLY. 


largest body of evangelical Christians o continent. Its influence am: the 
my of. the "Chureh in every section of the coun Its 


nsive. 

columns der most careful su ion, ible that is in any way offensive 
fey ay eh fe GS mothing being admie reasonable doubt. ” 
HUNT & EATON, Publishers, 150 Fink” Ave., New York, 
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The Rural Publishing Co., 
Times Building, 
New York, Dec. 29, 1891. 
MESSRS. ALDEN & F AXON; 

Answering yours of Dec. 5th, ‘gr, 
you say you have placed the order that 
we hereby return for the third time in 
all the first-class papers of the country, 
and none of them have refused it but 
THE RuRAL New YorKER. THE 
RURAL, then, must be one above ‘“‘ first 
class.” The price is all right, but we 
are very jealous of the matter we ad- 
mit to our advertising columns, While 
erage d legitimate, this ‘‘ad.” is a 

le objectionable, and we trust you 
will cancel the order now without fur- 
ther correspondence. 

Very truly yours, 
2 TM ot THE RURAL PUB. CO., 

our Well 
but then I get a lot of business out of ‘Conifort, Joun J. DILLon. 
you know, so the thing is even up!” 


ve is another proof of how shrewd adver- 
tisers find Cy that “if you = it in Comfort it 


pays. ~ at the doch les or of 
E GA NETT & M MORSE CONCERN, Augusta, 
Maine. New York we 23 Park Row 

W. T. PERKINS, ‘Tanager. 


F. A. SINCLAIR’S Common Sense 
Chairs, Settees and Rockers 











Are just what their name implies. You 
cannot buy more sensible, easy seats. 

Ask your dealer, or send stamp for 
catalogue to 


F. A. SINCLAIR, 
covet tatuatiniee Mottville, Onondaga Co., N. Y. 


== eS SS 
W. D. BOYCE’S LIST 


OF BIG WEEKLIES. 


400,000 2s, { ue cmerce ixncen, 


THE CHICAGO LEDGER, 
THE CHICAGO WORLD. 
Apply for space to any responsible Agency, or to W. D. BOYCE, Chicago, Tu. 
tinued at ti at a rate. Circulation proved by P. 0. 
REND. Receipts, ‘Net adv't rate, $60 per agate like (S pa Papers), THE SATURDAY BLADE has the 
RATES, largest circulation of any weekly newspaper in the l 





























THE TOLEDO BLIDE, 


Toledo, Ohio. 





Daily circulation, {4,000 
to {6,000 copies to-day. 
The largest circulation of any 
daily paper in Toledo or North- 
western Ohio. 

Weekly circulation,  {5,= 
000, ‘The largest circula- 
tion of any weekly-to-a-daily 
published in the United States. 

For advertising rates in either 
edition, address 


THE BLADE, 
Toledo, Ohio. 
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A general advertiser loses his grip 
on the best family trade in this locality 
when he omits to put his advertise- 
ment in these favorite religious home 
journals, They are all carefully read 
with loving confidence in over 270,000 
homes. There is no other way to 
reach these homes so easily at so little 
cost. There is no way at all to reach 
them with equal personal endorsement. 
A postal request will obtain full in- 
formation. 


Put 
Them 
On 
Your 
List 





Sunday School Times, 
PHILADELPHIA. 

Presbyterian. 

Lutheran Sbepever. 


hristian Standard. 
Presbyterian Journal. 
Ref’a Church Messenger 
Episcopal Recorder. 
Christian Instructor. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Presbyterian Observer. 




















Over 270,000 Copies 
Religious Press 
Association 
Phila 


a 








4 RIPANS TABULES regulate the 
stomach, liver and -bowels, purify the 
blood, are pleasant to take, safe and always 
effectual. A —- remedy for Bilious- 
ness, Blotches on right’s Dis- 
ease, Catarrh, Colic. eS onatigntion Chronic 
Diarrhoea, Chronic Liver —? Diabe' betes, 
Disordered Stomach, 
Dyspe} zema, “eer, 
Complaints, Foul Breath, Rgnlegce, | Femals 
burn, Hives, ag oy Kidney tite, Mental 


wn ttle’ Rach” Painte Men 














Dine tion 4 caton 
stion, mp a 
Rush of Blo to the 
Head, Salli +4 Com 
lexion, Sa It Rheum, 
id Head, Scrofula, 
Sick Headaj che, Ski 
Diseases Sour Stom- 
ach, Tired Feeling, 
Torpid Liv er, Ulcers, 
Water and ev- 
ery other or t results 
py impure blood or a failure in the prop- 
r perfo their functions by 
‘tomach, liver and in es. Tsons 


2 
fil 
= 
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eal, PeOOMPANY. P. 





Cut this advertisement out and show 
it to your nearest druggist. If he has 
not the TABULES in stock write and 
tell us his name and address and exactly 
what he said and we will send you a 
» sample bottle free. 


DYyrvrrriritiiiit 








Over a Million 


of the livest, well-to-do country and 
village homes reached regularly each 
month, insuring to our advertisers the 
largest returns for the expenditure. 


The Circulation 


of Allen’s Lists is not made up — 
promiscuously mailing of hoy pn 

to old names, duplicates, etc. t ouany 
number is sent direct to bona-fide, year- 
ly, paid-in-advance subscribers, ‘and a 
small per cent of fresh, new names, not 
previously used, and from which all 
duplicates have been sorted out. 


Fresh Young Blood 


constantly pours into Allen's Lists, and 
thus they are kept, as it were, outhful 
and strong. Every State and Territory 
is canvassed each year for new subscrib- 
ers, and the per a: of old subscribers 
that drop off is more than doubly made 
up by new subscribers. Affidavit of cir- 
culation of all issues furnished each ad- 
vertiser monthly. Should less than ONE 
MILLION copies be printed and circulated 
of any month's issue, every advertiser 
shall receive a discount in exact pro- 


portion, 


ALLEN'S LISTS, 





Augusta, Maine, 









attractive. 
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Besides, 


a knowledge of type-faces is not the only requisite, or the 
most important, for the making an advertisement appear 


The various combinations,—and the best,—and all that 
sort of thing, to say nothing of the wording, the use of the 
right word in the right place; all this enters into the composi- 
tion of an announcement. 





THE ROBINSON-BAKER ADVERTISING BUREAU, : West asth Street, New York, 
JAMES A, ROBINSON, E. A. BAKER, 











$25 








FOR A HAPPY THOUGHT, [$25 










Bony of the readers Printers’ Inx are quite adept on the sub; 


article on any sub; vi or journalism. ht may bri 
about the desired There are no nes to the size of thes dB er although om 
of about five or six hundred words should contain a plenteous stock of information. If you 
have never 


written for publication, and think you have compotaiog in mind that may benefit 
the oO vi 

THE! BUSY BEE up,to May ist will be en 
munications in to to 


—_—_— 





$25 











Ject of advertising. The 
—4 epee BEE offer a cash prize of $25 for the best original 


, you should try your luck. All articles received at the office of 
tied ‘ all 
regard to same E. C. BEDE’L $ CO. 


M 
N. B.—For the benefit of those who overlooked our Ls 
advertisement in the issue 
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The Proof of the Pudding ‘ 
is ° ‘We 60) 

Pittaburg’s Most Enterprising Daily T0 e©eecee 
ee ORDER 400 MORE like this cal, 





ENTLEMEN— 
used f 
7 © have ever fed bringing GEO. P. ROWELL & Co., 
very 
Bond fon oLben 





CATCH $é% 
THE Gm aes 
EYE .°. 06 


of the reader is what most adver- 
tisers desire to accomplish. 


We prepare attractive advertise- 
ments, with or without illustra- 
tions, deliver our customer the com- 
pleted advertisement in the form 
of an electrotype and charge him 
in accordance with the time and 
talent devoted to his order. 


Prrrssura, Nov. 24, 1891. 


W. H. SEIF, Bus. Mgr. NEW YORK. 














and Price List. 
K CO., Plattsburgh, N. Y. 
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PRINTERS’ INK. 


Circulation Large. 





Rates Reasonable. 





Returns Remunerative. 


‘GOLDEN DAYS” 


Is a Weekly Publication of high and special value 
as an advertising medium to all who seek to” reach 
families in all parts of the ‘commtey. 





Full information and rates on wieitinbin to 


R. A. CRAIG, Advertising Manager, 
121 Times Building, NEW YORK. 


iH 43 ~— Prt, Gummed and == 
— Guaranteed Addresses of Agents. 


(In Alphabetica! Post Office and State Order. No Duplicates.) 
“No. 1" to “No. 63” Directories (1,000 Addresses Each), Price $2.00 or $79.50 
(Cash with Order) for the 63 Directories. 


SIX NEW DIRECTORIES, NO NAMES DUPLICATED, 
PUBLISHED NOW, EVERY WEEK. 























Wo call thee of @2.80 por 1,808, ong Siete, and buy them back within 30 of sale at the 
rate $40.00 per 1,000, i. e., we guarantee alive and absoly correct, each address, and will 
forfeit «ts. om each prin handy as a postage stamp pas 

Each address is OWiny the d by 
ing, copying 1 From. old, * «dead Vand and have a duplicate lettre, when yon oun taal sapelest ltieeten es, printed 
and g tee that all are genuine. accu- 
racy, min cal diakaisiome ane poble fe and their value to you is further en- 
hanced. Wise Sp amiss yon, a that each ag walkable feature cents to have his permanent address 


00 1am in er as an office boy at $3.00 week can cut and paste on 6,000 
aoe addresses daily = 36. weekly. Among them ae the most successful club organizers in 

@ world, as well as regular its and canvassers, the very class to interest in ee your 
js IN ANY STATE. Send S00 and mention the State you / x 
cry for more. 


Publishers o' a gt Woshty ond ¥ and Monthly journals will find it profitable to themselves and their 
“sample copy” these Directories. houses, subscription 
book Pllshers and general advertisers rs will, upon trial, find our ries cheaper by far than 


adve: charging $2.00 per 1,000 we their enle and use. Of some of our 53 
- A faa = Ay Their val 











THE AGENTS’ HERALD, 124 South 8th St., PHILADELPHIA, PA. 
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A STRIKING TESTIMONIAL. 


GERMANIA BANK OF 8ST. PAUL. ST. PAUL, MINN., Dec. 10th, 1891. 
ROBERT BONNER’S SONS, New York. 


Gentlemen : Some years ago I informed you that what little English education 
I possessed I obtained mainly through the Ledger, never having an hour’s school- 
ing in this country. I thought then that it might influence other foreign-born 
citizens, who do not speak the English language, to read the Ledger if they knew 
my history. I never noticed any remarks of yours aboutit, unless they Spgcares 
during my absence in Europe, during which time I lost some copies. ell, you 
may not have considered it of sufficient importance then, and may not now, but 
I will repeat it, nevertheless. 

I was born in Baden, Germany, in 1834; came in my seventeenth (1851) year 
to America; commenced reading the in 1854, and have read it ever since. 
I picked up through the Ledger enough English so that in 1855 I was able to go 


into business for myself. In 1858 I was nominated for — of the peace, and . 


in 1861 I was appointed postmaster at Huntington, Indiana, by President Lin- 
coln, which office I resigned in 1865, and accepted a position in the Treasury De- 
partment at Washington. During the time I was postmaster I acted as agent for 
the a, through The American News Company. In 1866 I was appointed 
United States consul at Matamoras, Mexico, which office I declined, but accepted 
a position as United States Internal Revenue assessor in Indiana, which I re- 
signed in 1868, and came to Minnesota, where I carried on the mercantile busi- 
ness till 1876, when I was ss United States Internal Revenue collector, 
which office I held until 1885. Organized above-named bank in 1884, as its 
cashier, which position I hold now, the bank owning an eight-story brownstone 
building—cost $250,000—with $70,000 undivided profits—and has paid a four- 
per-cent. semi-annual dividend on its $400,000 capital since 1885. In 1888 was 
elected alderman of this city, receiving the largest vote of any candidate who 
ever ran in this city. Was elected president of the council, which position car- 
ried with it the acting mayorship during the mayor’s absence; held the office two 
years; declined further public office. Am now treasurer of six different impor- 
tant societies. 

For nearly all my success I have to thank the Ledger, and I want to thank my 
old friend Robert B. especially. Will add, that at first I did not like the way you 
“boys” conducted and changed the paper (we old fellows hardly ever are sat- 
istied with young men’s changes), but I am reconciled now to the one. 

Yours truly, WILLIAM BICKEL. 





To Secure the Benefit of Present Rates 
Orders must be received previous to 


March Ist, 1892. 


PRESENT ADVERTISING RATES ARE 
@2 per Agate Line, each insertion. 
TIME DISCOUNT.-—A discount of 10 per cent is made on advertisements published 
continuously for three, 20 per cent for six, and 30 per cent for twelve months. 
SPACE DISCOUNT. 10 per cent discount on { lines to be uged in one year. 





90 “ “ o “ o “ “ 
Either space or Time Discount may be used, but only one rate of discount can be applied to 
one order. Yearly orders must state the smallest amount of space to be used within the year. 


There are two reasons for this advance: 





Our circulation for the coming year will average 300,000 copies per 
month, and we have reason to believe that it will be even greater than 
this. We shall devote only a moderate amount of space to advertise- 
ments, arranging each ad. in a prominent position. 


Rates to take effect March 1st will be announced by circular. 





THE MAYFLOWER, 


Published Monthly. FLORAL PARK, N. Y. 
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Land! Land!! 


Do You Want 
Immigration P 


Since 1887 6046 desirable Immigrants set- 
tled on land bought through 


the influence of ‘‘THE Emr 
| GRANT.” 





_ Guaranteed Circulation, 41,000. 


| In Europe, 16,000. 


Real Estate Advertisers must give satisfactory 
references. 





THE EMIGRANT PUBLISHING CO., 


Publishers of ‘‘ THE EMIGRANT” 
(ENGLISH AND GERMAN). 


Devoted entirely to Immigration. 


38 BROADWAY, NEW YORK. 
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TO ADVERTISE 


IN THE 


Southwestern States. 





Of the three million square miles, sixty-five million people 
and twenty thousand newspapers of the American Union, 476,- 
925 square miles, 5,938,723 people and 1,124 newspapers are 
found in what may be denominated the SourTHWESTERN STATES, 
consisting of Texas, Louisiana, Mississippi, Arkansas, Okla- 
homa and Indian Territory. The aggregate circulation is about 
1,200,000 copies each issue. New Orleans dailies and weeklies 
circulate to some extent throughout the States named. There 
is also an especially good paper in Galveston, daily and weekly, 
that goes well over the whole of Texas, and another in Little 
Rock for Arkansas. 

For information concerning the cost of advertising in the 
Southwestern States, address 


GEO. P. ROWELL & CoO., 
10 Spruce Street, New York. 





A list of all the leading towns of the Southwestern States, including every 
place having 5,000 people, and every county seat with 3,000, and naming ¢he 
best newspaper published in each place, will be sent to any address for ten two- 
cent stamps. 
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DECEMBER CIRCULATION. 
Total, - - 814,483 | Dally average, 30,166 | Dally average last six days, 31,028 
The circulation of THE WORLD during the month of December was as follows: 
THE DAILY WORLD. 





Day. Copies. Day. Copies. Day. Copies. 
. * - - 29,178 | 122 - - = 29,529 | 2 - - 30,681 
2 - ° 28,543 | 13 ° - Sunday| “4 - - - 30,953 
, - - 28,867 | 4 - . = 29,538 | 25 - - 28,683 
4 - - 28,716 | 15 “ - 29,985 | 2% - - = 30,739 
5 - = «= 29,348/16 - - = 29, a7 - = Sunday 
6 ° ” Sunday | 17 - - 29.757 | 8 - - - 31,155 
7 « - - 29,045 | 18 - - - 30,334 | 2 ° - 31,417 
4 - - 28,714 | 19 - - 30,762 | 9 - - ’ 

9 - - 32,886 | 2% - - - Sunday | 5 - - 

® -« ° 29,424 | 21 - - 30,189 Total, « 814,483 
ll - - - 29,212 ' 2 - = 32,826 Daily average, 30,166 


THE SUNDAY WORLD. 





Day. pies. | Day. Copies. 
6 ~ © » '« «ae cpt ow lhe le 
Se ele Sl Ue Total, - - - 73,264 
20 - - - = 18,027 Sunday average, « - 18,316 


SO MUCH FOR QUANTITY. 

THE WORLD bas a circulation larger than any other Ohio Daily outside 
of Cincinnati. It is the only Cleveland Daily that regular! a tee and proves 
its circulation. Daily average, UPWARDS OF 30,0 . Sworn detailed 
statement on file in the office of the City Clerk. 


NOW AS TO QUALITY. 

THE WORLD'S circulation is jareely in the homes of the people, and 
many of the best poopee too. THE WORLD is a party paper, and advocates a 
policy based upon pr neiple. It is the ONLY Penny Republican Newspaper in Ohio, 
and hasa permanent constituency that was ready and ri for Just such a cham- 
pion of the people’s cause. They read every word in THE WORLD, Rates 

ased upon proven circulation or NO PAY. Will you be with us during 1892? 
HE WORLD, Cleveland, Ohio, B. F. Bower, General Manager. 


T 
§. C. BECK WITH, Sole Agent Foreign Advertising, 
48 Tribune Building, New York, 509 “The Rookery,” Chicago, 








Miscellanies, 


A SLIGHT DISCREPANCY, 





This is the picture Mrs. Topflat saw in the 
advertisement of the Meteoric Stove Polish. 
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This is a picture of Mrs. Topflat in her first 
attempt to apply the polish according to direc- 
tions.—Puck, 
Editor—I've _ paid 
before. 
Humorist—You never paid wze for it before, 
—Kate Field's Washington. 
Subscriber—This is going to be a 
dull Christmas—ain't got a cent. 
Editor—Neither have 1 ; but | am going to 
have some, sure. 
Subscriber—How’'ll you get it ? 
Editor—I’ve got a $3,000 life insurance 
policy on my printer. He's got a bad case of 
omneumonia and seven doctors are attending 
im,—Atlanta Constitution. 


for this joke 


PRINTERS’ INK. 


Paivtens’ Ink: New York, January 2), 1892, 


Motto for Newspaper—‘* When you 
see it in the Moon it’s quite the opposite,”— 
Judge. 


Walter—What club Would you be. 
long to if you had your choice? 

Arthur—The Women’s Press Club.—Z7h¢ 
Club, 

A New Sign.—A photographer in a 
Western town surprised the people the other 
day with a new sign which read as follows; 
* Photographs taken while you wait,” 


Foreman—What did you get for your 
Christmas ? 

Editor—I got $10. 

Foreman—What a striking coincidence! | 
got 30 days.—Atlanta Constitution. 


Penelope—I hear you are enga 
to Miss Dingbatts at why eaged 
Reginald—Yes; she refused me six times, 
but | persevered. 
Penelope—Then you were well shaken be- 
fore taken.— Brooklyn Life. 


Joe—What became of Ryter, who 
used todo so many pretty verses in our col- 
~~ pager ? 

li—Why, haven’t you heard? He has 
become famous as the poet laureate of the 
Porcine Soap Company,—Srooklyn Life. 


Plenty to Worry About. — Mrs. 
Greatmann: What are you worrying over? 
Nobody will believe what those papers say, 
now that you have boldly sued them for libel. 

Hon. Mr, Greatmann (despondently)—I’m 
afraid I can’t keep the case from coming to 
trial.— Puck, 


‘* Ts it true,” said the reporter, rush- 
ing breathlessly into the railroad superin- 
tendent’s office, “‘ that there was a ticup on 
the road last night?’’ 

** Yes,’’ responded the official, ‘‘ there was, 
Our agent at Buzzard’s Fork married his 
typewriter.'’—St, Joseph News. 


A Critical Point.—Harley: But if 
I have the heroine die in the first act, what 
the deuce shall I do in the second, third and 
fourth acts? 

Lumley — Don’t bother about that; the 
audience won't stay aftet the first.—//arfer’s 
Bazar. 


The Wife—You know you promised 
to swear off to-morrow. 
_ The Editor—How much whisky is left in the 


ug? 
, The Wife—O, about three quarts, 

The Editor—Heavens! have I got to drink 
three quarts of liquor before daylight ?—A?¢ 
Janta Constitution, 


FOUND AT LAST, 


I've found at last a book I’ve sought 
Through many weary stages— 

A book with rarest interest fraught, 
A book of sixty pages. 


A book in which there is not one 
Suggestion of a blunder; 

No type misplaced, no phrase undone, 
And hence a bookish wonder. 


It cost me not a single sou, 
No dollar from my bank-book. 

It advertises ‘* Harkin’s Shoe : 
Three-Dollar Brand "’—a blank-book. 
—Carlyle Smith, in Harper's Bazar, 















